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the difference in Kansas TV 

is local news coverage ! 




To SellTo Kansans/Buy KTVH 



KTVH, the Tall Tower Power Station, that covers 53 of the most prosperous counties in rich 
Central Kansas, is FIRST with local news coverage. Mobile units cover the area like the 
proverbial blanket . . . presenting on-the-spot coverage of fast-breaking events. Expertly 
gathered, edited, and dynamically presented scheduled newscasts offer comprehensive, 
in-depth reports, over 50 times weekly. Wichita, the nation's fourth fastest-growing city during 
the past decade, watches KTVH for local news, sports, and weather coverage. 
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Iff official! HEWs Smoking and Health re- 
port has Jsut the writing on the wall for reform 
ifl cigarette manufacture and advertising. And 
in a mighty Mast, Sen. Marurrae Neuberger 
has told the FTC just how she feels it shouldi 
regulate the advertising, and warned it to act 
promptly; "The Surgeon GeneiaFi Comniit- 
tee has carried out its mandate. The burden of 
responsibility now shifts to those agencies of 
the government which have the authority and 
the oHipttion to respond to the findings of the 
committee, 5 ' The Neuberger statement, avail- 
able Friday prior to the Jan* 11 date for un- 
filing of the report, tacitly confirmed that 
the link between tebacio and lung cancer, 
heart and other ailments k new official with 
fluTJii. Public Bwaltlt Servicm TheWeubergei' 
la^pknned blueprint for government mimi 
— hoofer slow In coming— may get more 
study from ageucles s cigarette wimtfsms aud 
httjadcasteii than the gcieniifie coj^lation of 
the rejwri Itself, 

Ifejfwth »pp»b In hex proposed, federally 
authorized crusade to educate and warn Amer> 
teams of health hoards in .cigarette' smoking 
Sen. Neuhirpr proposes that the JPTC would 
bar youth appeal in cigarette] advertising* Im- 
plication that smohiug promotes romance, ath- 
letic ability, maturity or social success would 
constitute deceptive advertising, says Sen. 
Jleuberger. Hegulatary sWOrd hanging over 
advertisers and broadcasters will give added 
strength to warnings along these lines voiced 
frequently in the past by NAB president Le- 
Eoy Collins, 

Basic tefftisi' Sen,- Neuherger's anti-smoking 
campaign, backed by a spear-head of Hill cru- 
saders includes: fair comparative; advertising 
to permit "intelligent" choice of brand by 
adults on basis of relative safety; eliminating 
any promotion or advertising to *%abfctuate'* 



adolescents ; FTC to ease moratorium on filter* 
tip preferential health claims, provided they 
disclose amount pf tar and nicotine and admit 
overall hazard of smoking, Also, FDA to 
quire warning on tar and nicotine content on 
cigarette labels ; FTC to bolster with standards, 
monitoring and periodic check; labels and 
advertising must both carry general "hazard" 
warning on smoking. Two new Heuberger bills 
set it all up: M to forestall any lack of authority 
claims., Says the Oregon senator of the pro- 
gram: Congress must mandate to jar the puh- 
lic| HB$? must educate! scientists and indus- 
try must improve produclf Agriculture, guard- 
ian of tobacco economy, must learn to live 
with it. And so, presumably — in spite of pre- 
cautionary Saturday noon release of the long'- 
awaited and much delayed document — must 
tJhe stock market. 

The backdrcrp: Leading up to the tohaccB re- 
port, a number of interested parties issued 
statements prior to release of the official doc- 
ument itself, American Tobacco's announce^ 
mint that :new Carlton cigarette would carry 
tar and nicotine content on label anticipated 
one of thi proposals of Sen, Neuberger. 
statement that it would re-examine its code of 
broadcast standards as well as participate itt 
the NAB's review of the overall broadcast 
industry code gave indications of how the 
smoke rings Were curling. At the same time, 
CBS said it would re-examine its tobacco 
advertising in the light of the findings of the 
report, and would Work with the Code Review 
Board on the subject, AiC, at the weekend, 
had no comment. And almost as if to say the 
pnMfe continues to smoke jfitore than ever, 
Phtlff Morris reported record sales and profits 
in IffiSf the tenth increase in a row which 
has been reported by this organisation. Philip 
Morris also noted its acquisition of Clark 
Gum and lurma-^ita, new steps in diversllt- 
cation. 
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The competitors: Not every segment of the 
tobacco industry is worried about the HEW 
report. Edgar M. Cullman, president of Gen- 
eral Cigar Co., told sponsor late last week 
that the report was "very definitely" going to 
spur cigar smoking, as cigarette smokers start- 
ed switching. He pointed out, however, that 
"the trend had started even before the report" 
General Cigar will spend a stepped-up ad bud- 
get in '64, with some $3.5 million (represent- 
ing some 60% of total budget) going for tv 
and radio. Chief tv item is sports (NCAA 
games, Fight of the Week) at network level, 
plus scatter spots in network shows (a $300,- 
000 campaign) and several spot radio sports 
properties. Much of the stress in air copy is 
on "mildness" in an effort to woo new cigar 
smokers. 

FTC advises on ad pricing: National manu- 
facturers will be given benefit of doubt on 
fairness of special-price advertising, in FTC's 
revised guides on deceptive pricing. Commis- 
sion says national and regionals can't be ex- 
pected to know all price levels on their pro- 
ducts in various areas they serve. List and 
sales price estimates are supposed to be made 
"honestly" and in "good faith" — but dissent- 
ing Cmnr. Everette Maclntyre thinks manu- 
facturer is being given too much leeway and 
too little criteria on responsibility in adver- 
tising prices. Local retailer will be held strict- 
ly responsible for knowing price levels in his 
area when he advertises bargains on basis of 
manufacturers' list or his own previous prices. 
He's in trouble if he claims bargain pricing on 
basis of manufacturers' list or his own "for- 
mer" price, if sale price advertised is not ac- 
tually below general level in his own area. 
Guides also warn against temporarily inflated 
price later dropped to area level and claimed 
as special. Matter of "free" offers remains 
substantially unchanged. FTC held oral hear- 
ings on this last winter, with some idea of 
tightening "free" offers requiring other buys. 



Apparently, commission has decided to leave 
well enough alone in free-offer advertising. 
Deceptive Pricing Guides are not law or rule, 
in strictest sense* FTC points out — but to over- 
step them invites complaint from the com- 
mission. 

Healthy October for tv webst A 3.8% hike 
in Kllings brought the three-network October 
total to $76,925,000, compared with $74,092,- 
800 in the same month of '62. TvB*released 
billings for the January-October period were 
$688,870,900, against $654,230,500 in 1962. 
Each of the networks showed increases;, with 
ABC TV 10-month billings up 6% to $178,- 
442,800; CBS TV up 5.6% to $269,102,700; 
and NBC TV up 4.4% to $241,325,400, Day- 
time continues to make significant forward 
strides, gaining 9.8% in 1963's first ten 
months to total $226,388,300. 

FRC&H joins Interpublic: The long talked- 
about merger, which had been snagged by Na- 
tional Distillers, became a matter of fact last 
week, as Fletcher Richards, Calkins & Holden 
became an "autonomous" affiliate of MeCann- 
Erickson. However, it cost the agency,, now 
known as Fletcher Richards Co., nearly $5 
million in billings as National stuck to its guns 
and rejected product conflicts with other Inter- 
public clients Schenley (McCann-Erickson) 
and Brown-Forman (Erwin Wasey). The ac- 
count, which had been with FRC&H since 
1951, is screening other agencies including 
Kudner, Lennen & Newell, and Young & Rubi- 
cam, all of which currently handle some lof 
its brands. On the loose are Gilbey's Gin, 
Gilbey's Vodka, Vat 69, King George IV, 
Hill and Hill, Bourbon de Luxe, Cinzano 
Vermouths, Kentucky Colonel,; and Florio 
Marsala Wines. This billings loss, along with 
others such as Eastern Air Lines and U.S. 
Rubber, have plunged FRC&H's, billings from 
some $31 million in 1962 to the $10 million 
it brings to the Interpublic fold. 
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i, . presenting! 9 teifWrtw M of 4fl outstanding features of recent 
vintage , , . with special emphasis on 'big-name 1 stars. — papular, award- 
winning stars famous for their power to attract entertairamsnt fans, time and 
lime again For the most profflotable names, the most illustrious talents in the 
newest features on TV — call 
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GENERAL 

Sfflifiial scientists now vital force in the f ield of research 

Bladings to have definite, practical values to toracwrow's media men 
in possible "OTmmunicatiojTs expfeslon" of another generation 

ADVERTISERi 

Hollywood-star "pitchmen" for advertisers on increase 

Vtottfm now rfehVering commercials for a wide Variety of products. 
Stormy of top players reveals diverse views on growing practice 

AGENCIES 

Computers eventual ly to rate designation "timekuyer' 1 

With few years, robots will be purchasing spots, selecting network 
Qppratunities and doing it better than the human counterpart today 

tv mmi£ 



Daytime tv viewing pattern differs from home to home 

Survey snows that ^tomposition of the family governs viewing habits, 
of ebfldren, revealed' as having vital effect on tv watching 

RADIO MEDIA 



Merle Morman Cosmetics signs vtith "Breakfast Club" 

Contract with the veteran. ABC Radio, program is set for full year. 
National drive in highly competitive field shewing excellent results 

SfMKIQATION 



Food firms set pmm in national-spot rerun sponsorship 

Checkup bf Four Star Distribution Co. in major markets reveals 
packaged foods are front-runners in afternoons, evenings; 

IT AT 10 N REPRESENTATIVES 



Katz appHeisj scientific classifftiation method to radio 

Chart, "The Radio Spectrum," defines place of stations in the market 
habitat; the medium is thus reduced to six outstanding categories 
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TEEVEES! After Swiftles and 

7P"ressies, it ^qs Qhly natural 
that Story Board introduced 
TeeVees. Response proved 
there were acts to grind 
Kefe are sortie TeeVees offer - 
ed to 'put-on o show.' 
wfrf-tv Wheeling 
Purtjn' On A Show With More TEEVEES! 
Sabbath eve of the cinemat (Saturday 

Night o*t the Movies) 
Ding-dong ring-up time! (Bell Telephone 
Hour) 

Where YOU worfca, John! (What's 5 My Line* 

Bare burg or stripped town! (Naked .City) 

Driver's soft shoulders! (Outer Lrnrtits 5 ) 

NBC's colorful sheen! (Bishop Shp\y) 

Now! (Today) Now or loter (Tonight) 

Last week! (That Was The Week That Wos) 

Ninety doy wonder! (The Lieutenant) 

Chet Chot! (Huntley Report) 

Got fumes.' (Gunsmoke) 

Reporters repepter! (NBC's, Encore) 

Search; the sheltered Side to give, on edge to 

the open ground in the woods (Hunt; lee 

Brink leo) Wvyoui 
All Ground the town! (East Side, West Side) 
Teocher do«""-i'-t odvocate physical discipline 

(Na wack) 
Horpo/s wos 'swordfish'! (Password) 
One, two, three Kedigo goes and it's all in 

the gome-; no comment!, (You Don't Say) 
100 Grand discounted to Ho, Ha Auction! 

ILaughs For Sole), 

Help, us 'pul-on' a bigger show . . . send 
your goodies to WTKF-TeeVee* Editor, 
Wheeling 7, West Virginia. 

wtrf-tv Wheeling 
*'EDWARD PETRY & COMPANY is our na- 
tronol representative. Ask any Petry mon to 
give you the WTRF-TV Wheeling story, See 
Why your ne^t advertising Schedule shquld 
be beomed to the big ond buying, Wheeling/ 
SteubenvHle audi'ente from WTRF-TV 
Wheeling.! 




WILL YOU GET A 
LIMOUSINE FOR 
A PRESENT? 

Give something that's different, 
remembered and eh to . . . 

A CHAUFFEUR DRIVEN 

ROLLS R0YCE OR 
CADILLAC LIMOUSINE. 

Gift Certificates for Rolls 
Rof ce rent a Is sta rt at $10,. 
•for one hour, Cadillacs at 
$7.5Q, including liveried, 
chauffeur. Perfect for that 
night at the theatre, trip to 
the airport, day or evening 
at the race track or special 
business remembrance. 

Buckingham Livery 

34S E. 76th St.,Ne*Yt>rk 
YUkon 8-2200 
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WPTR 

ALBANY-TROY 
SCHENECTADY 

N. Y. 




WRUL 

NEW YORK, 
N. Y. 




DIFFERENT? 



COVERAGE -Naturally WPTR is 
different. (We don't beam our signal out of 
the U.S.) But 50,000 watt power can do 
wonders, and like WRUL, we too have re- 
ceived correspondence from Italy, Greece, 
and the Azore Islands. Day to day listener 
reaction comes from all over New York, 
Massachusetts, Vermont, New Hampshire, 
Connecticut, Maryland and Canada. 

EFFECT — The people who know the 
market— brokers, distributors, et al. — tell 
us the Capitol District is an 18-county large 
market. You can buy 18 separate daily 
newspapers to effect unduplicated circula- 
tion in the Capitol District . . . or . . . 
50,000 watts of the most penetrating Radio 
to be had— WPTR. 

RATINGS —Check the costs, then 
examine Nielsen Coverage Service #3 for 
credited county coverage: 



WPTR 

30% 



STATION X 

26% 



STATION Y 

13% 



STATION Z 

12% 



Your East/ man will lay it out for you in- 
cluding a comparison of surrounding city 
Pulse reports. 



YES: WPTR 

Albany-Troy-Schenectady 

VP & GEN MGR: Perry S. Samuels 




robert e.eastman * co.,u.. 

representing major radio station* 



PUBLISHER'S 
REPORT 



One man's view of 
significant happenings in 
broadcast advertising 



Children's Surveys and Arthur Godfrey 

A side from the fact that Robin, my 16 year old daughter, tells me 
that she's decided to go to Northwestern University, I've ahvayi 
been impressed with that school's enlightened work in television an 
radio. 

Now conies a study by Dr. Paul Witty, professor of Education m 
Northwestern, among elementary school children in the Chicago area 
showing that more than 50% receive help in their school wOrk from 
television. What's more, about 60 r ( of the teachers suggest classroom 
activities connected with TV. 

Discovery '63 was the favorite with children in all elementary 
grades. In grades 2 and 3 Password was second most helpful and Ksm 
ploring third. In grades 4, 5, and 6 neivs programs were second and 
Science in Our W orld third. 

There's nothing new about this project. It's been updated every year 
since 1949. What will come as a surprise to many is the constructive 
role that TV plays in educating your child during many of the hours of 
the day when you don't happen to be around. What's equally surprising 
is that young children are aware of the fact that TV helps in their format 
education. 

* * * 

Arthur Hull Hayes, president of CBS Radio, is a fine host and serves 
an appetizing luncheon. 

But he served up something special the other day when he allowed 
sponsor to tape-record a frank and revealing luncheon discussion til 
which he and Arthur Godfrey participated. 

It was a rare treat for sponsor's publisher and editors, and I can 
promise a most unusual behind-the-scenes article in about two weeks, 
(probably January 27.) 

Arthur Godfrey was in fine form as lie la Iked abou t his clients, his 
commercials, and even his failures. His tremendous enthusiasm for 
the job radio does for advertisers shone through everything he said. 
And sometimes both Arts answered the same question, not always 
agreeing. 

It was only fitting that they participate jointly. For this month both 
Arthur Hull Hayes and Arthur Godfrey celebrate their 30th anniver- 
saries with CBS Radio. On January 25 CBS Radio Network will nuirk 
Godfrey's 30th with a historic all-night program featuring Godfrey and 
friends live. I have more than a suspicion that this radio feast in which 
scores of entertainment greats will participate will give quite a few 
agency and advertiser listeners an up-to-date appreciation of an ad- 
vertising medium which is moving back into major contention. 
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Drive an automobile 75 miles out of Des Moines in any direc- 
tion, and you boys from East of the Hudson (or the Loop) will 
get some very new ideas about the best of Mid- America! 

First, you'll SEE why Iowa's gross farm income divided by 
farm population comes to $4,214 per person (as against $2,869 
for Indiana, or $2,402 for Ohio — both "good farm states"). 

Second, you'll see the "main plants" of some big-time manu- 
facturing names you never suspected — and branch plants for 
hundreds of others. Milk, honey, machinery, publishing, insur- 
ance, and lots more. 

In many time segments, WHO-TV can give you more bosses, 
more employees and more farmers in this unbelievably rich 
Central Iowa, at less cost-per-thousand, than any other outlet 
around. Ask PGW! 

CHANNEL 13 • DES MOINES 



PETERS, GRIM IN, WOODWARD, INC., 
National Kefrresentulii es 
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m S$EKBQr$ TWO CHANNELS 

On Dec, Iff you reported an the sale 
of llmftk's flirtation to the IftftBS 
a ikI commented that the eontract for 
Mnzals to use a sub^carrier on same 
station Might interfere with station 
amoving into fax stereo* 

If Mvmki$ using a single sub-ear- 
rier this if no problem. You say "the 
siaiiaiis- sub-channel* which is sin- 
gutefe- There ai;e two sub-carriers 
Mailable. On WSOY-FM we feed 
lfu*ak : service on one and multiplex 
the other with ism main channel for 
the regular fm stereo. 

The one thing we can't do under 
this procedure Is handle fm stereo 
and two. varieties of Muiaksietvire,. 
such as industrial and commercial 
MserrBl Lindsay 
WSQY-FM, Becatur 

Emma's Motei Fm stuff am ham 
fa&:s<2 turn Mii-mfviews mmtt- 
«&fe. Swm statkms are eating thek 
#ftr«0 safe Jmomg ti„ torn, by 
mift$ PlWlf third ekmtwl fm sxt&- 
mri§Mm mmie mwtm- Ifetr 
mam-amtf, second (first smb^-gafri&f} 
A«a& far stereo. //, Tmmemr s u 
WsMmM has tuned all it&mbserlptim 
rM0i®&M id IM second channel^ it 
mnnot wmffw m&ln <m4 tMfd 4hmi- 
mdk fm fm stmm 9 hti "muu— at m»- 
mcii<mbM mpsmsn—re^tun-e atl its re- 
ceivers in t^iefisM tMhe< third, ehm- 
«C, 'Th&% it cam tlii ftc ,otMr two 
far fm simm bti$admstvi§ f& €v& 
■pJmh, If a .station, is 'mr ; rymg two 
®##efrplta« mi'ism semises^ sweft as- 
l#u %®y%eties of- Muzak* on its sub- 
feprf^i%,,# jftsttfiif-- .gp fnle |?n stemo 
irifhoMt A&ppin.g me: -of 0mm 

IdsES OTAW1WHABLE tjUESTCQS* 

Your editorial on Governor LeRoy 
Collins in the current edition refects 
ai Intelligent approach* a sensible 
evaluation^ and a reasonable conclu- 
sion, No one Ma contest your sum- 
mation that during the Collins' years 
Our system of free broadcasting has 
ftper! ailvanced.- We have enjoyed 
psptip" and pf otperity. 

But here's a, quiertion that all the' 
erudite editors and puMfshers, 



Letters to the editor 



working in unison, can never an- 
swer. Would our great industry have 
advanced further — enjoyed more 
prestige and prosperity— if a more 
capable hand had been on the rud- 
der? 

What would the balance sheet 
show if a Harold Fellows or an Ed 
J£obak had lived to guide our des- 
tinies—if the responsibilities had 
been given to a Bob Swezey or a 
John Hays? My opinion is expressed 
when I say I have no sympathy for 
the South Carolina broadcasters 
who resigned their NAB member- 
ships after Governor Collin s ? civil 
rights speech to Columbia, As a 
matter of fact I resigned all Eve of 
my stations as a salute to the Gover- 
nors many years ago. 

Allan M* Woodall 
president 
WDAK Radio 
Columbus, Ga. 

THE CASE FOK RAJ3I& 
You're 100% right . . . and we 
thank you for a great ^'Publisher's 
Report" this December 16* 

It amazes us too that radio has 
not kept pace with other media, 
dellpitefar larger growth, and value. 

How long will die medium stand 
still for the excuses we hear on 
why radfla isn't being used? Espe- 
cially in the face of the outstand- 
ing results this same medium is 
producing for local advertisers! 

The truth is, radio deserves two- 
fisted Salesmanship by everyone 
who is concerned with moving a 
maximum of product at a minimum 
of cost! 

If agencies are unable to sell 
their amounts on the use of radio, 
why don't they invite us to help 
them? Agencies would be amazed 
at the amount of work we in radio 
are willing to invest in this proj- 
ect * » , we know this will produce 
better results. 

Onward! 

Carl L. Seliuele 
president 
Broadcast Time Sales 
Mew York 
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CALENDAR 



The when and where 
of coming events 
January 13, 1964 



JANUARY 

National Academy of Television 
Arts and Sciences, dinner and 
show for the New York chapter, 
Americana Hotel, New York (17) 

Milwaukee Advertising and Graphic 
Arts Groups, Ben Franklin Ban- 
quet (16); 6th annual graphic arts 
workshop (18); Special workshop 
sponsored by the Sales Promo- 
tion Executives Assn. (4 Febru- 
ary); Exhibit and Awards Night 
(15); Silver Award Banquet spon- 
sored bv the Milwaukee Advertis- 



ing Club and the Advertising 
Women of Milwaukee (27), Coach 
House Motor Inn, Milwaukee 

Georgia Assn. of Broadcasters, 19th 
annual Georgia Radio-TV Insti- 
tute "day-long debate" with FCC, 
University of Georgia (21-22) 

National Religious Broadcasters, 
convention, Mayflower Hotel, 
Washington, D. C. (21-23) 

Sales & Marketing Executives of 
Greater Boston, Silver Jubilee 
conference, Hotel Statler, Boston 
(24-25) 

Advertising Assn. of the West, mid- 



WHAT'S IN THE MIDDLE 
MAKES THE BIG DIFFERENCE 




..and, IN PENNSYLVANIA, IT'S 

WJAC-TV 

Don't slip up on the big Pennsyl- 
vania market ! You need a firm 
grip on the middle -- the million 
dollar market in the middle. It's 
within easy reach when you buy 
WJAC-TV. The station that climbs 
high atop the Alleghenies to bring 
you America's 27th largest market. 




winter convention, Bakersfield, 

Cal. (24-26) 
American Women in Radio and 

Television, board meeting, HuV 

ton Hotel, New York (24-26) 
South Carolina Broadcasters Assn.,. 

17th annual convention, Jack Tar 

Poinsett Hotel, Greenville, S; C> 

(31-1 Feb.) 

FEBRUARY 

Electronic Sales-Marketing AssjflJ 
2nd annual electronic marketing 
conference, Barbizon Plaza Hotel, 
New York (3-5) 

Advertising Federation of Americag 
mid-winter conference, Statler- 
Hilton Hotel, Washington,, D. C, 
(4-5) 

Television Bureau of Advertising;, 
breakfast meeting with presenta- 
tion on the importance of trade 
associations* promotion of their 
own industries through advertise 
ing, Sheraton-Park Hotel, Wash- 
ington, D. C. (5) 

International Radio and Television 
Society, newsmaker luncheon 
with NAB president LeRoy Col- 
lins, Waldqrf Astoria, N. Y. (5) 

Michigan Assn. of Broadcasters* an- 
nual legislative dinner and mid- 
winter convention, Jack Tar 
Hotel, Lansing, Michigan (5-6) 

Mutual Advertising Agency Net- 
work, annual meeting, Royal 
Palms Inn, Phoenix (20-22) 

Directors Guild of America, annual 
awards dinner, Beverly Hilton 
Hotel, Hollywood; Waldorf As- 
toria Hotel, New York (22) 

International Broadcasting Awards 
for 1963, banquet presentation 
for best commercials on radio 
and television, Hollywood Pal- 
ladium, Hollywood (25) 

Southwest Council of the American 
Assn. of Advertising Agencies, 
annual meeting, Menger Hotel, 
San Antonio (27-28) 

MARCH 

1964 Variety Merchandise Fair, at 
the New York Trade Show Build- 
ing, New York (8-12) 

Electronic Industries Assn., three- 
day Spring conference, Statler 
Hilton Hotel, Wash., DC. (9-11) 
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When it comes to influencing buying decisions WSJS Television aims your 
message at more buying prospects in North Carolina. Why? Because its big 
Golden Triangle Market is North Carolina's No. 1 in population. 

NO. 1 MARKET IN THE NO. 12 STATE 

North Carolina's 
Golden 
Triangle 

TELEVISION 

WINSTON-SALEM / GREENSBORO / HIGH POINT 
Represented by Peters, Griffin, Woodward 
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Interpretation and commentary 

on most significant tv/radio 
%nd marketing news of til© week 



Britain Avenue was busy examining alternatives to present tobacco advertising last week. 

As the weekend neared, it was apparent that the Surgeon General's Advisory Com- 
mittee Report on Smoking & Health was the Hew Year's Worst-Kept- Secret (see 
SP&Mo'R-Week and Washington Week] . Agencies with large tobacco hillings — like 
Bates, JWT, Esty, HEDQ, and Leranen & Newell — thus had mere than enough 
advance knowledge of the report to select between various standby proposals long 
since prepared for tobacco clients. 

External pressnresj, such as those created by Sen. Maurine Neuberger* may 
well result, in new curbs on network and station time periods available for tobacco 
advertising, on copy slants, testimonials and other techniques developed by the 
tabasco companies. 

Agencies., which have learned to live with strict curbs on liquor advertisings, 
could almost certainly make whatever adjustments were required (after all, an 
agency is supposed to be creative) , Because of its long history of being pressure- 
sensitive, the broadcast industry was likely to be the most affected by tighter restrict 
tions on tobacco ads, which now amount to over $135 million annually for gross 
rjpjfwfc and spot tv time with another $15 million expenditures each year in the 
radio medium* 



The serious-music show whiih couldn't find a network radra berth continues to prosper. 

Live broadcasts of concerts by the New York PMIharmonic,, now carried on a custom 
network of mure than l&U stations much as the Texaco-sponsored operaeasts are 
handled, have picked up a major sponsor for the New York area. 

Signing the series is the magazine Tim&. Sponsorship began yesterday (12) and 
will run to May 10, Airdates are Saturdays* p>m. 

Hew York outlet for the radio series is WQR, which, is already carrying the 
Metropolitan Opera series. Although not a 4 %nsM-and -news'' station by any means, 
WOE now carries same 21 hours daily of 'live' 1 ' programing, a fact which har- 
maniaes nicely with both the opera and Philharmonic series as well as the growing 
demand for good music. 

The symphony broadcasts were dropped, by CfiS Radio, which felt that it 
couldn't compete with classical-music stations which played Philharmonic selections 
from, long-play records. 



TV stations lave a gripe? thi film numbers agencies assign to tv commercials are too long. 

This may sound like a minor problem, but can you imagine calling up an agency 
to ask a quick question about u V05PCS12gN6V05171' T f That one's for real; it's 
a back- to-back minute: film spot far Alberto -Culver. 

Many others are nearly as confusing. Here are a few more, from actual reels: 
CDM762D® (it's a Canada Dry Ifrsecond spot) ; JL206127R2 (its a 20-second 
commercial for Jer gens) i FR0§6f24 (a lQ-seeond ID for Fo%erY); 24RGL/W60 
fa minute spot for Union Carbide) and PCS12$IN6¥05171 (another 60-second 
spot from Alberto-Culver), 

As with the Bell System's digit dialing, it's all very numerically efficient. But, 
as with digit dialing, if! easy to make a mistake, Obvious answer: an industry move 
to simplify the situation* 
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The show which replaced the Jerry Lewis dabacle on IK TV is ttff to a pod start. 

Essentially a vaudeville show with a rotating Jbost policy (Bing Crosby, Geocgg 
Bums, Jerry Lews' onetime partner Dean Martin? et al.) f The Hollymmd P&km 
ran up a strong Trendex on its January 4 initial outing as an kour-long entry against 
the Phil Silvers-Gunsmoke combination on CBS and Saturday Night at the Mom& 
("Daddy Long-legs") on NBC. 

This was the 2 6- city Trendex score: 



Saturday 


ABC TV 






CBS TV Rae-TV 


January 4, 1964 


Rating 


Share 


Rating 


I Share Rating 


9:30-10:00 p.m. 


20.8 


38.1 


10.0 


18.2 18.8 34J 


10:00-10:30 p.m. 


21.6 


39.1 


14.1 


25.5 15.4 27.8 


Average 


21.2 


38.6 


12.1 


21.9 17.1 31.1 



Time-is-passing note: another large group of NIC employees have joined the 25-year c I u la* 

Seven NBC staffers in New York were honored with a January 7 lunch, During 
1963, an additional eleven were honored in Los Angeles, San Francisco and Chicago;. 

Top-ranker in the New York contingent : Walter D. Scott, whose titles Exec* 
utive Vice President in charge of the NBC Television NetWork — is almost as long 
as his tenure. 

Included in the group were two sound effects men. One, AgttCW T. Horine> 
created the original squeak to the door of Jack Benny's Vault on his radio show. The 
other, Carol (Monty) Fraser, invented the wonderful crashing sound created when* 
ever Fibber McGee opened his closet. 

ABC may have lost interest in boxing on tv, but still thinks it's a pod Mia for ratio. 

Exclusive U.S. radio rights to the February 25 heavyweight bout between Sonny 
Liston and Cassius Clay have been signed by ABC Radio. 

It's the sixth consecutive big-time heavyweight title fight to be scheduled on 
ABC Radio. 

ABC's deal with Intercontinental Promotions Inc. includes Canadian radio 
broadcasts, but does not include Latin America and other areas known to be inter- 
ested in the bout. 

Coca-Cola's diversification program is paying off; tv-promoted Sprit® is a hit. 

A lemon-lime drink developed as a competitor to 7-Up in the "green bottle*' field, 
Sprite now is second only to 7-Up and leads all other beverages ol its type, Ss 
reports Thomas C. Law, president of Fanta Beverage, the Coca-Cola offshoot which 
markets Sprite. 

Marketing success was achieved rapidly. Less than three years ago, Sprite was 
tested in Houston. Over half of Coca-Cola's bottlers sell Sprite today. Broadcast 
advertising (primarily tv, some radio) has been used in virtually every Sprite 
market launching. 
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Subject to sampling errors and within 
the limitations of human beings as 
computers and eompaters as human 
beings, to say nothing of the ability 
of a reiporxdent accurately to de- 
scribe Ms view ing habits, we have it 
on pretty good but not infallible au- 
thority that, give or take a few per- 
centage points our overfall audience, 
by and large, starting around 9 
o'clock in the morning. Central 
Standard Time, more or less, and 
extending on the average to approxi- 
mately midnight, all the days of the 
week, to wit. Monday. Tuesday. 
Wednesday, Thursday. Friday, Sat- 
urday, and Sunday, exceeds fifty 
percent (SOfc ) of the total homes in 
ouar viewing area. Advertisers, pros- 
pects, and their agencies are referred 
to the complete ARB Market-by- 
Market Survey of February &iareh. 
1963. for details, 

CBS T&l&vMo® for East&n loup 

Cedar Rapids — Wffferfoo 
te||fe*e,nfe,d by, the Kofz Agency 
*mUtm *»lth WMT-AM? WMt^FM; K-WMT, 
Raft ftodgej WEEC, BtdotK 
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COMMERCIAL 
CRITIQUE 



Trends, techniques, new 
styles in radio/tv 
commercials are evaluated 
by industry leaders 



Happy New Year, Kids 



SANDY ALAN HAVER 
creative dir. and v.p. of Mogul 
Williams & Saylor. 

This business kills me. It really 
does. It employs some of the 
greatest creative talents of our time. 
Men and women who have proved 
themselves outside of advertising as 
successful authors, artists, and musi- 
cians. It woos these creative people 
with comfort opiates. It bathes them 
in all the marvelous sin that money 
can buy. It builds them ball-point 
palaces (ballpoint: something that 
looks sleek, trim, and modern, is 
functional in theory . . . and just 
doesn't work . . . like 666 Fifth Ave. ) 
It lets them bask in the sun of a 
maitre d's eye. 

Why do they do this. . . why do 
the big big agencies send poppies 
and aphrodisiac-filled bon bons to 
creative people . . . simple ... so 
they can kick the hell out of them. 
So they can say, "create a television 
commercial," and then . . . before it 
is finished, they can maul it. Having 
thus proven they are as creative as 
the professionals they have hired. 
And then the big big big agency 
client. (Treat him nice. ) Does he 
want the professional agency he's 
hired to let the creative person do 
creative advertising? Of course he 
does, stupid! Didn't you know the 
reason a client goes to a studio is 
because he wants to bring the writer 
and the director and the producer 
coffee and sandwiches; he wants 
them to be as comfortable and re- 
laxed as possible ... he wants them 
to do their best work. It's the very 
same reason he goes to casting 
sessions! 

And how docs it turn out . . . well, 
turn on . . . turn on your television 
set. 



In this article I'm not going to 
delve into specific commercials and 
what, in my opinion, is right or 
wrong with them. . . . What I'm con- 
cerned with here and now is the 
future of creative people and big 
agencies. 

Let me make two New Year's pre- 
dictions: 

1. The big agencies will disinte- 
grate and decay — like M-G-M, 
Paramount, and 20th Century-Fox 
— unless creative expression is un- 
hampered and untampered with. 




A reporter for the Newark Evening 
News, Haver later wrote, produced 
and directed for network radio, tv 
and movies. He wrote and eo-pro- 
dueed a feature film, "The Mask," 
and is co-author of "Tea Pot Is- 
land," a Broadway show now in the 
works. He entered advertising in 
Grey's creative department and 
later became senior creative writer 
at Ted Bates. He then joined 
Young & Rubieam, where he 
served as copy group supervisor. 



Like the Hollywood giants begaj 
with individuals . . . prospered 
and then became part of a business! 
machine — advertising started witra 
individuals, is prospering, and isj 
now becoming a part of a business 
machine. (Right, Marion?) But, 
Marion, the independents are r& 
building the motion picture industry] 
because they can express themselves: 
individually . . . and that's the on 
big error in your I.B.M. complex 



1. Smaller agencies will take a 
good look at the Hollywood simile 
and allow much more creative free> 
dom — it's the only way they can 
survive . . . it's the only way they can 
grow . . . it's the Achilles Heel in the ' 
$100 million-plus agencies. 

I've worked with some of the big 
big agencies and their committees 
and committees and committees . 
I know creative people at other big 
big agencies— in fact I know writers 
who spent more than one year with- 
out getting a word in print or on the 
air. ... It amazes me . . . but I guess 
it's tax free money — so what the 
hell! 

The answer: let my people go! Be 
brave enough to lose the client that 
smothers you . . . you will anyhow! 
Be smart enough to know that the 
independent agency will grow 
stronger and more prosperous. 

And to all creative people . . » 
there's only a minute to life and no 
more ... if they stifle you, it's even 
less . . . There is no place where you 
will have complete freedom . . . but 
there are places where you . . . yes 
you . . . will have some right to light 
. . . say "goodbye" to the big warm 
breast of old age security . . . it's a 
myth created by some very imagin- 
ative, very free, soul. ■ 
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SORRY/ 



(says who?) 

SPONSOR is only #2 



among the broadcast books 



when it comes to tv station readers 




SPONSOR is #1 



among agency and advertiser 



readers — and they're where it counts most 



(says who?) 



Attested to by 5 
tip-to-date surveys. 
Ask Norm Glenn or any 
Sponsor salesman. 



Television is the only 
efficient way to reach the 

49 -county North Florida/ 
South Georyia reyional market 
and WJXT, Jacksonville 
is the only television station 
to blanket the total area 



WJXT 

JACKSONVI LLE 
FLORIDA 

Represented by TvAR 

POST-NEWSWEEK 

STATIONS A DIVISION OF 
THE WASHINGTON POST COMPANY 
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Answers sought 
on how media work 

Communications 'explosion' could take place in few years 
t h rou g h study of a d vert is i n g, p rogra m i n g e fleets on people; 
NAB, three networks back research on children and tv 



**We tiie&il s mueHt-tlespter 
kn-owlmilgm of trnmbral 
dynamics . . m what happens 
iwikim tkm mitliewtm 
mmnfo&\. head m produm 
those «$kets which we con 
of 



ROBERT .M. GREBE, Editor 

BKTTEH RESEARCH GUIDELINES for 
tomorrow's communicator are 
the aim of a growing group of social 
scientists. To this group, what might 
be considered, "far out" research to- 
day, will have definite, practical 
values to the media man of the 
next generation, perhaps sooner. 
Research, fn other words, is at work 
trying to solve the unknowns of 
mass communications. 




IJt$, Joseph T. Ki,appprr 4 itmwr., CBf spee of mcM mm. 



In much the same manner that 
the hard science theories of the 
early 1900"s paved the way for engi- 
neers, to harness atomic energy in 
the 1940's, the efforts of today's so- 
cial scientists may well create a 
communications "explosion" in an- 
other generation. 

Though it's been said that there 
is no scientific enterprise (unless it 
be education ) so inadequately sup- 
ported by research on fundamental 
problems as communications, the 
past quarter century has seen a 
growing concentration by social sci- 
entists on the problems involved. 
And results can be expected in the 
years ahead which can be used to 
shape broadcasting and advertising 
decisions. 

Answers being sought in mass 
communications go far beyond the 
simple numbers of people listening, 
reading, or viewing. The scope of 
the problem is unlimited. For when- 
ever basic research of this sort has 
been conducted, more new ques- 
tions have been raised than an- 
swered. 

From many sources, serious ques- 
tions have been raised as to whether 
advertisers and media know what 
the real impact of their efforts may 
be on people. While it's sometimes 
known what causes certain effects 
on people (communication)^ more 
often it is npt known precisely what 
aspect of communication (tone of 
voice, musical background, actor's 
expression, overall context, or what) 
is causing the effect. Toward these 
answers, the social scientists are 
working. 

A number of pre-broadcast and 
post-broadcast testing techniques 



have been used to determine cer- 
tain effects of programs or commer- 
cials. But the means of testing is 
rarely sensitive enough to discern 
the deeper meanings of the mass 
communication effects. There is for 
example, the possibility that radio 
and television programs, as well as 
other media, may provoke violence, 
or generate civic responsibility; in- 
cite riots, or instill love. No one can 
be sure. 

A recent study made by the 
American Marketing Association re- 
ported 986 companies spent a total 
of $132 million for marketing re- 
search in 1962. A check by sponsor 
of leading advertisers, however, un- 
covered next to no one engaged in 
studying the cerebral dynamics of 
mass communications itself. 



ii We hope to develop a body of 
knowledge which can be applied 
to the advertising situation . . . 
people doing research haven't gone 
far enough to provide broad 
principles" 




Curiously, it is in this environ- 
ment of relative ignorance that 
broadcasters program (and commu- 
nicate) and advertisers use the me- 
dia to sell their wares. 

The charge that mass communi- 
cations causes unpredictable situa- 
tions is often made. Without provid- 
ing an answer, Professor S. I. Haya- 
kawa of San Francisco College re- 
cently asked this question in com- 
menting on mass communications 
and the integration issue: "I wonder 
if advertisers and television officials 
themselves know what they are do- 
ing to the public. . . . The great and 
revolutionary communications in- 
strument of the present in the U. S. 
is television. What it has done to the 
nation is yet to be measured, and 
what it will eventually do cannot be 
predicted. But there can be no 
doubt that it is already contributing 
much to social change and that even 
greater changes, now unforseeable, 
will result from television." 

Dr. Joseph T. Klapper, director of 
the office of social research at CBS, 
Inc., notes that although hundreds 
of studies have been performed on 
various aspects of mass communica- 
tions and its effects, a great deal re- 
mains unknown. "For example," he 
says, "a large number of studies 
have been focussed upon the effects 
of depictions of violence. Generally, 
these seem to indicate that such de- 
pictions have little if any lasting 
effect of any social importance on 
normal children, but that they may 
exacerbate neurotic tendencies. 
However, this isn't a very satisfac- 
tory answer. 

"Neuroses have a habit of getting 
themselves exacerbated, whether 
through media fare or other sources. 
Furthermore, they can be exacer- 
bated in any number of directions. 
In any case, regardless of what 
population one is talking about, the 
fact is that most children and most 
adults, neurotic or non-neurotic, are 
exposed to descriptions or depic- 
tions of crime and violence in 
movies, television, radio, books, 
newspapers, and real life, and the 
overwhelming majority do not com- 
mit crimes of violence. 

"This leads one to wonder what 
psychological needs are being 
served and what gratifications arc 
provided by material of this sort. 
Very little can as yet be said in 
answer to this question, and the 



same is true in reference to func- 
tions served by various other kinds 
of material. But until we learn more 
about the gratifications provided by 
different types of material, our 
knowledge is going to be limited," 
Dr. Klapper states. 

Answers to the psychological and 
sociological questions do not come 
easily. If one seeks to find material 
on what is being done, there is 
seemingly a wealth of it. In the past 
few years alone, serious minded so- 
cial scientists have tackled many 
studies and reached findings. 

Wilbur Schramm, of the Institute 
for Communications Research at 
Stanford, describes the situation this 
way: "Research in this field is exten- 
sive and scattered. Because commu- 
nication is basic, perhaps THE 
basic, social process, it shares the 
interest and attention of all the psy- 
chological and social sciences." 
Schramm also makes the observation 
that "it is possible to study human 
communication without considering 
mass communication, but hardly 
possible to study mass communica- 
tion without taking account of many 
areas of communication research 
which are not themselves 'mass' 
communication." 

In the late 1950s one industry or- 
ganization, the Television Bureau of 
Advertising launched a project at 
Pennsylvania State University to 
uncover what had been done in the 
study of mass communications. The 
result was a bibliography of some 
4,000 research titles, which under 
the auspices of the Department of 
Health, Education and Welfare is 
now being studied further at West- 
ern Reserve University. 

TvB went a step further in its 
quest. It launched a competition to 
find new projects which might be 
undertaken in the field. Winners 
were announced, and a book con- 
sisting of 18 research proposals, 
Television and Human Behavior, 
was published. Though noble, the 
work was infinitesimal in terms of 
the total problem. 

While many other efforts have 
been made in universities, colleges, 
research centers, and other places, 
comparatively little has yet been 
translated into practical material 
which can be applied to the day-to- 
day problems faced by media users 
and planners. Ironically, one trouble 
is communications, since few of the 
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available reports have been pat into 
words which can be understood by 
those; who wouM make use of them. 

John 'It, liley, ft, j former CB1 
consult ant, xam second vice presi- 
dent for sodal researeh at Equitable 
'life AflsmjstHSa Sm€etf , 5 notes that 
the hard sciences — physics, chem- 
istry, mathematics — have been able 
to put the theories developed into 
practical applications. But the social 
sciences. — psychology, sociology, 
political science — have yet to reach 
this point of the practical, though 
a jSurnber of persons are attempting 
to do it he says, 

fiiley also notes a hopeful trend; 
'"There's mereasing sophistication 
on Masdison Avenue 1 in this area. 
Professionally trained people are at 
Worl, One only has to look at the 
mmbm: of FlrtJ's now engaged in 
research " 

From Dt, Leon Arons, TvB s head 
of research, comes a near-identical 
observation: "It was many years be- 
fore the work of tire hard scientists 
developed enough theory to put the 
engineers to work on the atomic 
bomb. Unforrtunately, there isn't 
enough theory yet in mass commu- 
nications to put the media special- 
ists to work** 

Dr» ArojJsi Stresses, however, the 
practicality of impractical research. 
; *We haye to develop a body of 
knowledge which can be applied to 
the advertising situation, It has not 
been possible to apply theory so far, 
because practical people are not 
a^are of it, and people doing re- 
search haven't gone far enough to 
provide the broad principles which 
©aw be used." 

What may well be a milestone in 
the development of %npracticar 
research with practical application, 
is the effort launched by CBI, Inc., 
through the comparatively recently 
established office of. social research, 
under the direction of Dr. Klapper. 
Dr. Klapper,, whose work and writ- 
ingi are among the notable ones 
in the development of mass com- 
munications research, believes that 




Meltin Goldberg* TidB vite president, research 



mounting an attack on many of the 
problems of basic researeh in mass 
communication would be a lot easier 
if there were some center which was 
devoted to a continual survey and 
integration of all pertinent litera- 
ture. "In 1918," Dr. Klapper says, 
"I was doing that kind of thing my- 
self, with two part-time assistants. 
Now the literature, especially in al- 
lied fields such as attitude change, 
pours out at such a rate that it-would 
probably require a full-time staff of 
about ten people working with a 
computer set-up just to read it all, 
abstract it, and store it in an efficient 
information retrieval set-up." 

Dr, Klapper also observes: "We 
need a much deeper knowledge of 
cerebral dynamics . . . what happens 
inside the audience member's head 
to produce those effects which We 
can observe " Not Only is he map- 
ping out possible research projects 
which can be conducted to study 
some of die problems, but Dr. Klap- 
per is one of those persons working 
with die Joint Committee for Re- 
search on Television and Children. 
This group, which has backing from 
the National Association of Broad- 
casters,, the Department of ff ealth,, 
Education and Welfare, the Foun- 
dation for Character Education, and 
the three television networks, grew 
out of the Senate hearings con- 
ducted by Sen. Thomas Dodd sev- 
eral years ago on juvenile delin- 
queJiey, 

The committee's aim was to get 
research done on the eff ects of tele- 



vision on children, as opposed to 
programing. At a two-day brain- 
storming session with some 20 re- 
searchers present, (Dr. Gerhart D. 
Wiebe, dean of the school of pubhc 
relations and communications at 
Boston University presided ) , it was 
decided to survey psychological, so- 
ciological and other learned groups, 
asking for research proposals. 

Abstracts of proposed research 
were screened, and several weeks 
ago,, the Joint Committee announced 
planning grants of $3.50 each to 25 
social scientists for research on the 
influence of television on children. 
Grant recipients were requested to 
submit detailed research designs. 

Making possible the grants; are 
contributions from ABC, CBS, NBC, 
and the National: Association of 
Broadcasters. The Foundation for 
Character Education and the Ford 
Foundation, which are also working 
with the industry, contributed some 
$20,000 in expense money to get the 
Joint Committee started, though 
they have not provided funds for 
the grants. HEW's Bernard Rus- 
sell had served as chairman, with 
Dr. Wiebe recently elected as per- 
manent chairman. 

The Foundation for Character 
Education., incidentally,, several 
years ago published two reports. 
Television for Children, which in- 
cluded edited transcripts of meet- 
ings at which scholars and industry 
personnel spoke, and was edited by 
Ralph Garry, Though widely dis- 
tributed., one report Was the subject 
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of at least one scathing review since 
it failed to document the basis for 
its conclusions. 

NAB's interest in basic research 
is not by accident. When Melvin 
Goldberg was named head of the 
association's research more than a 
year ago, the goal was to study the 
effects of media. Though the basic 
research work was delayed because 
of the rating problems (which is now 
nearing completion), progress is 
being made and Goldberg looks for- 
ward to expanded efforts. 

One NAB project due shortly 
deals with "Mass Entertainment: its 
socio-psychological functions." Con- 
ducting this study is Prof. Harold 
Mendelsohn of Denver, Colorado. 

Goldberg believes firmly that 
broadcasters must expend greater 
efforts in research and development, 
because it is in these areas that their 
future lies. He also believes the in- 
dustry will limit its potential by not 
conducting such research. 

To emphasize his point, Goldberg 
says: "We're selling communica- 
tions, not just talking numbers. The 
responsibility for uncovering the un- 
knowns has to be with the broad- 
casters, though for competitive rea- 



sons, it would make sense for adver- 
tisers to conduct research also." 

Above and beyond the work 
being done by specific organiza- 
tions, there are at least three roots 
feeding into the problem: sociology, 
psychology, and political science. 
While individuals at work on com- 
munications problems might be fit- 
ted into each of these areas by train- 
ing, it is not totally correct to so 
identify them in this work, since 
there is a unity of all the social sci- 
ences in behavioral science. "Mass 
communications is personal com- 
munications; if you're communicat- 
ing, you're covering all the social 
sciences," Dr. Arons notes. 

Though the path to greater under- 
standing of communications is beset 
with many problems, the rewards 
for those who find even a few 
new facts which can be translated 
into practical situations are great. 
Unfortunately, there is as yet no 
"angel" to provide unlimited re- 
sources to bring many of the ideas 
to completion, as in the case of the 
Manhattan Project 25 years ago 
when atomic theories were ready for 
engineers to make the bomb. 

Yet given only a fraction of the 
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funds expended to complete the 
A-bomb, communications research 
could produce results which in their 
own way, would exceed the impact 
of atomic energy, believe many 
working in the field. 

Many years ago, John Wana- 
maker was quoted as saying half of 
advertising was waste. When asked 
why he didn't eliminate the wasted 
effort, he said unfortunately he did- 
n't know which half. To be practical, 
solving some of the dynamics of 
communications could help to elim- 
inate that other half. 

Dr. Frank Stanton, CBS presi- 
dent, in discussing some of the 
things which the industry does not 
know, has observed: "There is the 
problem of understanding better the 
variety, the intensity, the steadfast- 
ness of the motives of the audience 
in looking at television. How much 
are they really creatures of habit? 
How firmly are they really attached 
to their surface interests? How ven- 
turesome are they, how often ready 
for something new, under what cir- 
cumstances, and at what times?" 

Dr. Stanton continued: "We do 
not have a sufficiently clear under- 
standing of all this. Nor, for that 
matter, do we have a sufficiently 
clear understanding of the origins 
of tastes and the mechanisms by 
which they may be developed. Some 
researchers have claimed that the 
intellectual and cultural tastes of 
the majority are relatively limited, 
and that this majority is not likely 
to expose itself to material on the 
higher aesthetic and intellectual lev- 
els, or, if it is so exposed, that it is 
unlikely to develop tastes for such 
material merely as a result of expo- 
sure. To whatever degree this is 
true, mass media must look for as- 
sistance to other institutions where 
tastes are born — to the family, to 
the school, and to other primary 
groups. This whole question of how 
tastes are created and developed is 
one of the topics to which we at CBS 
plan to devote much research." 

While no one in the field will say 
so explicitly, it is probable that such 
research could provide the means to 
control the thinking of man more 
effectively. In this, of course, there 
is a danger. 

But whatever the dangers, what- 
ever the rewards, the behavioral sci- 
ences are moving ahead, with gath- 
ering speed, ■ 



I 
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Leading advertisers not actively engaged 

The nation's leading advertisers have as yet to become actively 
engaged in studying the effects of mass communication on 
people. Many also reported that they knew of no such efforts 
being conducted by their agencies either. Included in the sur- 
vey were advertisers accounting for nearly half of all national 
billings. One of the leaders in replying noted: 

"So far our company has conducted no research in this area 
. . . But even though we lack research on this matter, we are 
keenly aware that our broadcast programing and commer- 
cials may affect the viewing audiences. For this reason, we 
have for years followed an editorial policy in developing our 
programs and commercials. The objective of this editorial 
policy is to keep our broadcast material in good taste and with- 
in generally-accepted standards of behavior." 

Similarly, another leader said: "Our policy is to sponsor 
entertaining television programs which incorporate the highest 
standards of quality and good taste. The same is true of our 
television commercials. In this manner, we feel we can best 
fulfill our obligations to the public and the industry." 

One advertiser, Campbell Soup Company, reported it had 
conducted some limited studies in this direction, though there 
was nothing which was organized or on a continuing basis. 
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Rating reform soon 
to start rolling 

Broadcast RWh? Couneil Incorporated as nan - profit, 
rttfiftr fnfilUfitry ta#dy ta set up criteria, then launch 
kudi* by spring, study methodology, other questions 



AiiSKr REr©a^i is organized and 
jtlefei to have* concrete remits 
before iprittg. 

The Broadcast Rating Council, 
Ine,, completed early formalities 
last week ta an all-day meeting, 
After which Donald H. McGannon, 
.cltairmao, outlined the structures 
of the new 4 nan-profit corporation, 
its progTam 9 and hoard of directors. 
McGannon, president of Westing- 
hause Broadcasting Cm, chairman 
Of tfee National Assn. of Broadcast- 
ers research committee and the 
Sating Council, ad fese prede- 
cessor body to the new council, 
tontoaes as head of the IRC. 

feekiag an effective: answer to 
congressional criticisms of ratings, 
gbs new technical movement* the 
BBC has hired Kenneth H» Baker, 
g market researcher and NAB re- 
search chief hi the late lfi40s, ; as 
ewejoutive director^ secretary, and 
treasurer . Baker comes to the eoun- 
eil from vice presidency of the Mar- 
kef Research Corp. of America, 
where he has been gathering na- 
tional magarine-tv exposure data 
and doing related work on purchase 
records, new product and distribu- 
tion studies. 

Two, NAB staff men function on 
the BBC staff respectively as as- 
sistant treasurer and assistant sec- 
retary; Mely&S A. Goldberg, re- 
search vice president of MAB f and 
Douglas A. Anelle, the broadcast- 
ers* general .counsel. Vincent H 
Wasuewski, executive vice presi- 
dent of the NAB, has been active in 
co-:0fd»atioa 

The Iteadcart Rating Council 
board is made up of W representa- 
tives, four besides McGannon from 
the NAB membership, one apiece 
tmm four networks, the Television 
Bureau of Advertising, Radio Ad- 
vertising Bureau, Station Repre- 
sentatives Assn., National Assn. of 
FM Broadcasters, and two from- the 
American Asm. of Advertising 



Agencies. 

Members are Julius. Barnathan, 
vice president of ABC; Thomas K. 
Fisher, vice president, CBS (with 
Richard A. FOrsling, assistant sec- 
retary of CBS, as deputy ) ; Hugh M. 
Bevllle, Jr., vice president, NBC; 
Raymond T. Anderson, research di- 
rector of MBS; Simon Goldman, 
president of WJTN Jamestown, 
N. Y.--4 Willard Schroeder, vice pres- 
ident of WOOD Grand Rapids, 
Mich.- Bennet II. Klorn, president 
of Metropolitan Broadcasting Div. 
of Metromedia; Frederick S. Hou- 
wink, vice president, WMAL-AM' 
FM-TV Washington, Norman E. 
Cash, president of TvB; Edmund 
C. Bunker,, president of RAB; Ed- 
ward Godel, president of SRA; 
James Sehulke of the FM group; 
William Weilbaoher, seriior vice 
president-research of G. J. LaRoehe 
and vice chairman of the 4A s re- 
search committee; Philip H. Cohen, 
viee president, Sullivan, Stauffer, 
Golwell -k Rayles, and meniher of 
the 4A*s special committee on 
broadcast policy; and McGannon. 

The BRC ratified early action by 
tile fid Jwe rating body and also 
decided to finance its program by 
billing member organizations $5,000 
per representative. The proposed 
audit will he underwritten by rating 
services, it is contemplated, with 
costs eventually passed along to 
rating customers. This was con- 
sidered more workable than trying 
to bill the diffuse group of rating 
users-. 

After BBC's organization, Mc- 
Gannon described the three-part 
program of establishing rating cri- 
teria, an audit, and a methodology 
study. He said eventually the coun- 
cil would like to go beyond these 
goals; into such areas as television 
impact and use. Progress so far on 
the first three aims: 
1 . Raping, criteria. Baker, Goldberg, 
and Leon Arons, research vice pres- 



ident, are evaluating; replies to a 
voluminous questionnaire sent to 
the five raters that syndicate nation- 
al reports on a regular basis: ARB, 
Hooper, Nielsen, Pulse, and Sind- 
linger, (Project-basis services li'ko 
Trendex and Videodex will be cov- 
ered later,) 

Reaction by the research com- 
panies has been varied. One was 
enthusiastic, some have raised 
questions, and some have not been 
heard from. 

Replies are in various stages of 
completion in an undertaking that 
requires Crate-load answers to the 
council's questions. 

2. Audit. The council hopes to 
have all proposals from accounting 
and management firms in hand 
this week. Of 11 firms approached 
by the BRC on the question, six 
have filed proposals so far, The 
door is open, in addition, to the 
Audit Bureau of Circulations, which 
is interested in the rating audit, 
but ABC is not in the field of bid- 
ders at present. 

By the end of this quarter, the 
BRC would like to have the audit 
in early stages of operation with 
a; training program under way, and 
policy formed on questions like 
frequency of audit (the period will 
not be predictable, McGannon 
said), 

(For details of standards and 
audit plans, see Stokjsob-Week, 
December 30, 1963.) 

3. Methodology. This is Number 
Three on the priority list, with 
work under way by the NAB and 
others at the moment. Other work 
is being done jointly by RAB and 
NAB, with separate projects under- 
way by networks, the Advertising 
Research Federation, and other 
organizations. The Broadcast Rat- 
ing Council is out to discourage 
government regulation by satisfy- 
ing official probers and resolve 
questions that have disturbed the 
broadcast industry as well for some 
time. The program, McGannon 
said, is an "expansive and ambi- 
tious" attempt to establish confi- 
dence in research after erosions of 
the past few years. 

The new organization will lipid 
executive meetings this week and 
a board meeting in early February. 
Baker is looking for offices in New 
York City, headquartering tempor- 
arily with Goldberg in the NAB 
offices there. * 
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Should stars 
plug products 



NO So says Vitice Edwards, tv's "Ben Casey." In manner not 
unlike his fictional alter ego, Edwards snaps: "My job is acting, not 
selling. I hare nothing against Madison Avenue. I don't 
think it helps actors when they are in a show ivith many sponsors" 




More and more, Hollywood stars 
are turning pitchmen for major 
tv advertisers, delivering commer- 
cials for a variety of products. But 
within the ranks of the stars there is 
a great difference of opinion as to 
whether an actor should do com- 
mercials. 

It's true these days that you can 
see such screen celebrities as Birrg 
Crosby, Bob Hope, John Wayne, 
Claudette Colbert, James Stewart, 
Edward G. Robinson — to mention 
a few — selling various products on 
tv. However, a good many stars 



NO COMMENT Neutral stand is taken by top mat 
star of them all, Cary Grant. He told SPONSOR: "/ / 
it's up to the individual actor." Would he do 
a tv commercial? Grunted Grant: "I haven't given 
it any consideration." His price: very, very high 



not have to turn 
talesmen, and more will add quite a 
few cautious "ffV and "maybe's/* 
'depending on the predust, the show 
waived and, other elements:. 

■SfDHsm polled some of Holly- 
wood^ lop stars ami found lew 
agree on um relatively new .role for 
the actor — tv salesmen, altlmugh 
miny have chosen to go this route, 
deviously, the great inducement is 
fcjbe ilwer loot invoked, A name of 
marquee value can draw anywhere 
from |5Q,OOO-T5,,0OO for a series of 
"vfdblurbs*' (depending on the tm- 



porta nee of the name, and the ex- 
tent to which the commercial in- 
volved is used ) . 

Although you'll still find many a 
leeakftrant among Hollywood stars 
when it comes to doing a tv pitch, 
much progress has been made by tv 
since the earlier days when most 
actors considered it degrading, de- 
basing and a prostitution of their 
ai t to get on that small screen and 
merchandise goods. Much of that 
attitude has changed, although you 
can't get a Spencer Tracy or Eliza- 
beth Taylor for vour tv spiel. 



Among those who haven't become 
ad pitchmen on tv, and aren't likely 
to change, is one of the screen's top 
starSj Gary Grant. 

Grant diplomatically declined to 
take sides in the controversy on this 
issue, telling sponsor "I feel it's up 
to the indi vidual actor/' As for him- 
self, he comments, "I haven't given 
it any consideration." 

Grant is virtually alone in his 
couldn't-earedess view. Most of the 
stars we contacted have very pro- 
nounced opinions on the subject. 
Take Vincent Edwards, who por- 




YES Available star is typified by Buddy 
Kb sen of "Beverly Hillbillies" Ebsen admits he 
had a "twinge" when he started hut: found it 
eased coMsiderably "fts the money started corning 
in " He takes realistic, ''businessman" view 



MAYBE Jmh t?a!l»tam, stm of ^r-mtest Skou; 0tn E'artit"' mris** 
Is ttalteftg to d» eMM'Bt&tciuls — but has : t-:es&n>al,iuns. §uy<s Palimce* "1 see mo 
ms'sm not m do- a mrnnrenM fur a nJmw in nMdk an hoot appears, if 

he' 4ta'Bsn' % t have fa step -ami of -chciramtsf and tre«fe « felting, im.jir-essiozi" 




ADVERTISERS 

Opinion divides 
on star - salesman 
role in video 

trays Ben Casey, on ABC TV. 

Edwards flatly declares: "I won't 
do commercials — I have made it a 
rule not to do them." 

As tv's scowling medico sees it, 
"my job is acting, not selling. I sell 
through my acting." He emphati- 
cally asserts the possibility of his 
making a pitch for a product "just 
because the sponsor is financing the 
show, is out." 

Edwards further explains, "I have 
nothing against Madison Avenue. 
But I don't think the fans like 'J oe 
Star' selling 'Brand X' of soap. It 
disenchants them. I've been asked 
to sell, but my job is giving them a 
good show, not selling. 

"On our show, with several spon- 
sors, they usually change sponsors 
every six months, and I would be 
the pitchman for various products. 
If I were associated with one prod- 
uct, as Jack Benny has been with 
Jello, that might be different. The 
same was true when Pepsodent 
sponsored Bob Hope for years. 
There was good sponsor identifica- 
tion with the star. But I don't think 
it helps actors, when they are in a 
show with many sponsors." 

W urns of identification 

The Casey star also brought up a 
phase of the situation which troubles 
more than a few top performers — 
too strong an identification with one 
product may well cost a performer 
jobs in the future, because a poten- 
tial sponsor may be wary of a name 
too closely identified with another 
product. 

"Dinah Shore was great with 
Chevrolet, but now other sponsors 
aren't interested in her. What hap- 
pens to the actor involved when his 
show is cancelled? I don't think 
Ford would be interested in Dinah 
Shore today. That's the real danger 
of it; you're so identified with a 
product other sponsors are reluctant 
to back your show. An actor is hurt- 



ing himself. Most actors do it for a 
quick buck — not a do-or-die for the 
sponsor. Some actors trying to make 
a lot of money would read the tele- 
phone book in Arabic and believe 
every word of it. Others have integ- 
rity about their work, and that's 
what the people buy," Edwards 
concludes. 

Lucille Ball, tv's top comedienne 
whose Lucy Show on CBS TV is 
among the top-rated tv series, has a 
wary viewpoint of the situation. The 
titian-haired Miss Ball warns that 
actors "shouldn't overdo" commer- 
cials. "Sometimes over-exposure 
doesn't do a performer good in 
terms of the future," she told spon- 
sor, thus sharing Edwards' opinion 
of the inherent dangers involved for 
an actor. At the same time Miss Ball 
frankly admits she enjoys seeing 
well-known people in commercials, 
adding that she feels an element of 
self-identification when stars pitch 
the product, particularly if a star has 
especially close ties with a sponsor. 

Stars have been known to be 
troubled about their sponsors even 
when they don't pitch a product. 

Take the case of Lee J. Cobb, star 
of The Virginian. When Cobb began 
working in the series last year, be- 
ing a highly conscientious actor, he 
studied his character in great de- 




note in reruns. Suys Slack: "A star 

would have to be crazy to turn 

down some oj the sums offered" in tv 



tail, Cobb decided it would add 
something to his character if he kept 
a stogie (cigar) in his mouth much 
of the time. When he suggested this 
to his producer, he was gingerly 
advised this couldn't be done, be- 
cause one of the sponsors of tire 
series was a cigarette company, and 
they would object. 

Cobb's explosive remarks on re- 
ceiving this news shook the nor- 
mally sturdy rafters of Revue stu- 
dios, but the cigar bit was Out 
nonetheless. It was a long time be- 
fore Cobb recovered from this com- 
mercial "intrusion." 

Ebsen's "/it>mg«" relieved 

Others are more amenable to the 
commercial angle, realizing tv is, 
after all, an advertising medium. 
One such is Buddy Ebsen, star of 
the top-rated Beverly Hillbillies, on 
CBS TV. 

Ebsen admits that "there was a 
twinge when I started doing com- 
mercials. I had never done any be- 
fore Hillbillies." However, he also 
admits that "as the money started 
coming in, the twinge eased." 

Ebsen relates this anecdote about 
himself and his first Hillbillies com- 
mercial, one made for a tobacco 
sponsor: 

"I don't inhale, and they didn't 
catch this until after the first rushes. 
Then the ad agency man was fran- 
tic, and said we would have to do 
retakes. I replied T get dizzy when 
I inhale.' The agencyman feared he 
would lose his job as a result of the 
commercial I did. 

"Four weeks later, he strolled on 
the set, beaming. He said they liked 
the commercial I did — that it had 
opened up a whole new market — 
for people who don't inhale. He's 
now a hero." 

An old pro, Ebsen views the situ- 
ation realistically. "Although many 
people have pretensions about tv 
being an art form, it's still a medi- 
cine show — a means of marketing 
product. If you don't accept this^ 
you'd better stay out of it, or you'll 
get your wings singed. If you be- 
lieve in the pure art form, then go 
to the theater where they practice 
that, not tv," he advises fellow ac- 
tors, adding, "I'm a businessman, I 
wouldn't make a business of doing 
commercials, but if they arc part of 
the business I'm in, then I accept it," 
he asserts. 
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S Cmndsus in tier- approach to question of 

*m* in .mmmmeM)): is Lucille Ball, 
Hpe$f mtum a § with a 

t but wmrm that, ' f s.am&ime$ 
wmmmre ttp&sn% do » performer gopef' 



One of Hollywood's luminaries 
who shares Ebsea'k smtiments, to a 
degree is Bobert Stack, who starred 
ior years in. The Umm&rmblm 

Stack states flatly t *A star would 
bave to he crazy to turn down some 
of the sums offered by advertisers^* 
The actor cautions^ however, that 
w thi whole issue depends so much 
m taste afld what the product is, 
#a many factors enter into the ad- 
visability of doing them. Is there a 
guarantee of the number of times 
the; Commercial will be used? Will 
the commercial only be used in 
connection with the actor's show, or 
can it be played with other shows? 
There is some responsibility to the 
sponsor who is spending millions of 
dollars for your show." Basically, 
Stank is opposed to commercials 
being done by a movie star of major 
stature, 

Barry Sullivan, who has starred in 
a trio of telefilm series — The Mom 

CWetf X s Barh&rmmter and The 
TqM 'Mm,, iM k set to Star in a 
fourth,. MGMi-Tyls Qmmd &mS$ 
takes, this view.; 

"Major stars sell coffee, but what 
lots it prove? It takes tire job away 
n some poor actor who can use 



the loot. If the star needs the money, 
then it is a different situation." 

In Sullivan's recently-consum- 
mated deal with Metro on his new 
project, he has an option On whether 
or not to do commercials on this new 
series. If the series sale hinged on 
his doing Commercials, and if they 
were to be done in a dignified man- 
ner, he; would okay theuij he says. 
But actually he hopes there will be 
multiple sponsors on the 60-min. 
series, so he won't have to make this 
decision. 

Sullivan sums it up this way: "it 
makes sense for an actor who is not 
too well known to do them* as it 
will give him a guaranteed income 
and make him better known to the 
public. Here again, it depends on 
the product involved.'' 

Another star who would do com- 
mercials — with qualifications — is 
Jack Balance, of Desilu's The Great- 
est Shorn on Eearth, on ABC TV. 

Wants appropriate product 

Balance believes that "actually, it 
depends on the program and the 
product. I see no reason not to do a 
commercial for a show in which an 
actor appears if he doesn't have to 
step out of character and create a 
jolting impression. For example, the 
character I play in The Greatest 
Show on Earth series is an aggres- 
sive character in show business who 
takes the opportunity of exploiting 
the big top. Although to date I have 
not participated in commercials for 
this show, it would not be out of 
place for me to do so for a product 
which happens to be appropriate to 
the circus. At the same time I be- 
lieve viewers would shudder if a 
character such as I play held up a 
bo* of cleaning tissues and extolled 
their uses-'" 

Illustrating the diversity of opin- 
ions to be found among Hollywood 
stars on this subject is John For- 
sythe, for five years the star of 



Bachelor Father, and just signed by 
Bevue to develop new tv series with 
his Own production Company. 

ForSythe observes ;• "I have always 
tried to be cooperative with the ad- 
vertising people to the extent of 
lead-outs,' but I think it is damag- 
ing for an actor to do full commer- 
cials. You become less an actor and 
more a pitchman. Later these com- 
mercials come back and haunt you. 
A number of performers, (like Julie 
London and her cigarette commer- 
cial) are so strongly identified with 
Certain products, it hurts them in 
getting other work. I just did the 
lead-out' on commercials on Bache- 
lor Father." 

Still another actor with reserva- 
tions on the subject is Henry Jones r 
veteran of Broadway, and currently 
Starring in Bevue's Charming series 
for ABC TV., 




MAYBE Veteran, scteen and tv actor 
Barrf Siiltimn feels that a star mho 
works in commercials "takes the job 
away from some poor actor" who needs it 
rind that '% depends on the product" 
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Lesser stars 
make good living 
in commercials 



Jones eomments that "doing a 
commercial on a show in which you 
play a continuing role is one thing — 
doing one on a show in which you 
don't appear is something else. In 
the first instance, the important 
thing is that the wording and pre- 
sentation shouldn't conflict with the 
character you're playing. So far, 
sinee I haven't been asked, I haven't 
had to faee the problem." 

Jones adds: "I have turned down 
many offers to do the other kind 
beeause of the reluctanee of agen- 
cies to okay 'commercial' actors for 
guest star spots. There are wonder- 
ful aetors and actresses making good 
livings doing commercials, but it's 
a definite handicap to them when it 
comes to getting important acting 
roles. I don't know whether this is 
just Madison Avenue snobbery or 
whether the public does actually 
identify actors with the products 
they plug. But it's eertainly an un- 
happy situation for a lot of first rate 
talent and a real limitation for the 
industry." 

Blurbs a blessing to some 

Many a Hollywood actor who 
doesn't rate highly in Hollywood's 
rigid star easte system has made a 
handsome income from commer- 
cials sinee the advent of tv, and for 
these the teleblurbs have been an 
unadulterated blessing, particularly 
coming at a time when Hollywood's 
annual output of movies has been 
steadily decreasing, thus in turn 
automatically diminishing job op- 
portunities for actors. 

Among actors who specialize in 
commercials, where possible, a 
multi-voiced talent such as Mcl 
Blanc earns as much as $100,000 a 
year. In addition, he has his own 
production company for the blurbs, 
adding to that hefty income. 

A young aetress not a name by 
any Hollywood definition of that 
term, Susan Davis, is doing so well 



financially from commercials she 
can afford to skip emoting roles she 
doesn't like. The attractive Miss 
Davis toiled four hours on on Bayer 
blurb (it has run for two years) 
and thus far has earned $12,000 for 
that four-hour stint. She got $6,000 
for a Hertz commercial. Miss Davis 
does from 10-12 commercials a year, 
with the work on each ranging from 
four hours to five days. 

That actor you see playing Man- 
ners the butler in the Kleenex Table 
Napkins commercial is Dick Cut- 
ting, and he has earned $25,000 from 
that blurb. 

Income considerable 

Character actor Olan Soule earns 
over $30,000 annually. Another vet- 
eran character actor, Herb Vigran, 
earns the same amount of coin for 
teleblurbing. Janet Waldo takes in 
around $35,000 a year for her stints 
in commercials. 

Jim Backus may have chalked up 
some kind of record when he earned 
$20,000 for one line, in "the little 
old winemaker" commercial for 
Italian-Swiss Colony Wine, on the 
basis of multiple reruns over a long 
period of time. 

Shep Menken, the voice in the 
Western Airline commercial ("the 
only way to fly"), has earned $10,000 
from that assignment. 

Julie Bennett, an attractive actress 
but not a star by Hollywood stand- 
ards, has been salting away $50,000 
a year from her work in com- 
mercials. 

Another fine character actor Ev- 
erett Sloane, took in from $10-15,000 
for doing commercials one year. 
Howard Morris appeared in one 
Folger's coffee bean blurb, got 
$5,000 for it. 

The aforementioned non-star- 
name thespians are just some of the 
200 clients represented by Jaek 
Wormser, a one-time tv-radio com- 
mercials producer, who six years ago 
set up his own commercial consul- 
tant business, and whose clients 
have grossed about $6,000,000 since 
then. 

Wormser, a knowledgeable agent 
(that's what he really is, an agent 
for commercials) has a virtual mo- 
nopoly in this field on the West 
Coast, supplying hundreds of his cli- 
ents lor many, many commercials. 

He can fill most agency demands, 
but occasionally gets sonic he re- 




Wormser has even booked his yacht in a 



gards as ludicrous. Like the time an 
ad agency ealled him and wanted 
Elizabeth Taylor to do a Commercial 
for a client. They just couldn't un- 
derstand why the highest-price tal- 
ent in the movies wasn't available 
to sell their merchandise. 

Another time an agency contacted 
Wormser about Spencer Tracy do- 
ing a commercial. Such agencies just 
couldn't seem to Comprehend that 
stars such as Tracy and Miss Taylor 
don't need the money, and aren't 
interested in this sort of tv exposure. 

Of course, these top names aren't 
the norm, Wormser points out, add- 
ing, "actors are an insecure group. 
We give them a financial cushion, 
so that they can be selective in their 
jobs. Originally, actors did commer- 
cials for gravy, but now the gravy 
has become more important (than 
pix income) for many. The picture 
business hasn't been good, and long 
tv shows have cut employment." He 
estimates 5% of Hollywood's actors, 
or about 700, have found work in 
commercials. 

Nor is such work confined to 
adults. Kids can make as much as 
$12-15,000 annually for blurbs, and 
Wormser has a children's division, 
headed by Pat Domigan^ with 
Marilyn Granas as his associate. 

According to Wormser, most ac- 
tors no longer scoff or sneer at com^ 
mercials. "At first when von talked 
to names about commercials,, they 
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ufo&et- agvnt Juek Wormser has some 2§0 
m clients in Ms smble, and has 
hw$y mrwered ffc market in supplying 
pie perfomniers mid swnLaumes to » 
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laughed," he relates. "Mow John 
Wayne and James Stewart are doing 
them. That has changed the feeling. 
In the beginning, commercials were 
not done well, now they are an art 

tmm* My first requirement is that 
the person involved be a good actor, 
With tv casts so high for shows, if 
they earft do the job on commer- 

fcpflli the sponsor has los t his whole 
inwstttient, The most important ele- 
ment in eemmeroials is that the 
people be right." 

The agent flatly refuses to send a 
horde of his clients out on "cattle 
calls"* — that's when an ad agency 

■wads out ward it's casting a eom- 
mereial. and &-1Q agencies send per- 
haps over 100 actors altogether to 
answer the call. Wormser in such 
instances sendt. one, maybe three, of 
bis clients* depending on who he 
tbinks is right for the part, but no 
ffiore. 

Wormser believes that commer- 
cials ©an actually help aetOrl in their 
careers. 

He remembers Brian Hash, ?, did 
a Pritos commercial and on the basis 
of his appearance in it, landed a role 
in the movies "The Thrill of It All," 
playing the son of Doris Day and 
James Garner, stars of the Him. 
Gtber ajstOtB ha ve also landed tv and 
movie acting roles aftir being 
spotted in sammcroiak, he points 



reports that the so- 




called "integrated" eominere 
where members of the cast of a show 
take part in the commercials ( such 
as on T%e ®w&riy IHWftUes) has 
cut into his business, for obvious 
reasons. But the integrated blurbs 
are: confined as a rule to series with 
one or two sponsors, a Show like 
Momnza which has one sponsor, 
Chevrolet, and all the stars take part 
in the commercials. But, points out 
Wormser, -with so many hour shows 
and even aO-minute series these 
days, there has been a trend to 
scatter buying, to multiple sponsors, 
and this development has helped 
his stable of clients. 

Being an agent for actors' appear- 
ing in commercials is not a simple 
task, certainly not as simple as ob- 
taining work for a client. There is 
the matter of conflict in sponsors, A 
beer company, for example, may 
well rule out a client who has done 
aspirin commercials. And some 
breweries aim their pitches at en- 
tirely different classes of prospec- 
tive customers. 

However, Wormser asserts by 
now he knows what kind of an im- 
age is wanted by the sponsor, so in 
turn knows what type of actor to 
submit for their commercials. 

CMent list impressive 

Other Wofmser-spotted clients in 
addition to those named previ- 
ously include Herschel Bernardi as 
"Charlie the Tuna" for Starkist 
Tuna; Jesse White for Chun King 
Chow Mein; Colin Male for Olym- 
pia Beer. Also, Russell Arms,, Carle- 
ton Carpenter, Fritz Feld, Tom 
Frandsen, Sandra Gould, House 
Peters Jr., Benny Rubin and Hal 
Smith, are among the various clients 
appearing in commercials for such 
diverse products as Dash Dog Food, 
MaybelEne Eye Make-Up, Dole 
Pineapple Juice, Red Heart Dog 
Food, Bohemian Beer, Heinz Pick- 
les;, Mother's Cookies, Mr. Clean, 
Mars Bars, 4- Way Cold Tablets, 
Lava Soap,, Kool-Aid f Campbell's 
Fork and Beans, ?-Up and Pet Milk. 

They perform in every type of 
delivery from soft manner to a 
"built-in" sell they can take on any 
dialeGt from Latin to English, Rus* 
Sian, French, Jewish, Brooklynese, 
Japanese, Scotch, Irish, German, 
Chinese, Southern, Greek, East In- 
dian, Filipino, Western* Continen- 
tal, Cockney and Swedish. They are 



able to deliver their messages in 
virtually any quality sought — ju- 
venile, mature, distinctive, Ordinary, 
dynamic, bass, strident, friendly, 
breezy, melodic, sincere, or folksy. 

Cmi fill any requirement 

Wormser, with Erwin Wasey for 
five years before setting up his own 
business, has a roster of clients 
which includes every age, sex> physi- 
cal description, and nuance of voice 
and personality which could pos- 
sibly be required m a commercial. 

His income comes via a flat 10% 
of his clients' earnings, with no 
charges to the producers of the 
commercials. 

Even his own family has gotten 
into the commercial act. 

His daughter, Sandy, 9, as the 
voice of talking dolls, recorded 42 
separate tracks for the Mattel Co., 
and his son, Steve, 7, appeared in 
an Alberto-Culver commercial. 

Even Wormser's boat, a 33-foot 
yawl, appeared in a Lucky Lager 
commercial! 

Summing up the overall picture as 
regards commercials — from the 
Hollywood viewpoint — it's obvious 
there is considerable division of 
opinion on the top level of stars, but 
beneath that just about any actor is 
available. ThoSe stars who oppose 
appearing in commercials usually 
do so on twofold grounds: That it 
is their job to act, not to be salesmen, 
plus a fear that association with a 
certain product may cost them jobs 
in the future. 

While a few top stars have done 
Commercials, most of them shy away 
from them for the obvious reason 
they don*t need the loot* and this 
after all is the principal inducement. 

But of course everything is sub- 
ject to change, and if a Liz Taylor 
should somehow, unexpectedly turn 
up on a commercial (don't bet on 
it), this could well change the minds 
oj some now against the practice* ■ 
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Gene Sarazen shows friends how to get out of golf course trap on island of Maui, Hawaii 

Shell tees up again 



Shell's wonderful world of 
golf returns to the air for its 
third season Sunday (19) on NBC 
TV and will feature the current 
holders of all five major titles in 
professional golf and the first truly 
international women's match to be 
filmed for American viewers. The 
matches will be telecast in color 
for 11 successive Sundays through 
Mar. 29, accompanied by filmed 
travelog, which picks up the flavor 
the match is played. In addition, a 
clinic is held at the end of each 
show, with the professsionals in the 
match giving tips on technique, 
demonstrating in slow motion. 

An unusual aspect of Shell's com- 
mercials in the series is that they 
arc extensions of each program's 
travelog, which picks up the flavor 
of each region and gives viewers 
a look at the people and the way 
they live. The shows in the series 
were produced by Sutherland As- 
sociates, under the supervision of 
Kenyon & Eckhardt, Shell's insti- 
tutional advertising agency. Fred 
Raphael was executive producer, 
and Dick Darley was producer-di- 
rector. Mack Edwards of K&E was 
in charge of producing commer- 
cials on locations. 

Shell's public relations v.p., G. 
G. Biggar, said his company is 
sponsoring the show for the third 
straight year because of its popu- 
larity as shown by audience ratings. 
He added that the ratings indicate 



nearly half again as many people 
watched Shell's Wonderful World 
of Golf as viewed any other once- 
a-week golf show. 

The opening program is a match 
between U.S. Open champ Julius 
Boros and Miguel Sala at the Coun- 
try Club de Bogota, Bogota, Co- 
lombia, with the following week 
to show play between U.S. Ladies' 
PGA champ Mickey Walker and 
Europe's outstanding woman golf- 
er, Brigitte Varangot, of France, 
competing at the Estoril Golf Club, 
Estoril, Portugal. Miss Varangot is 
the current British Women's Ama- 
teur champion. 

During the shooting of the series, 
some 460,000 feet of 35mm color 
film was exposed, including the 
matches, commercials, tips on golf, 
and scenic coverage. Of about 50,- 
000 feet of film exposed for each 
hour's program, only some 4,500 
finally appears on tv. Commentary 
is by Gene Sarazen, winner of every 
major golfing title, and George 
Rogers, also assistant producer. 

In addition to Colombia and Por- 
tugal, matches were also filmed in 
Belgium, Canada, Japan, Puerto 
Rico, Switzerland, Hawaii, and In- 
dia. Two other programs are re- 
peats from the 1962 series, one a 
match between Jack Nicklaus and 
Sam Sncad at Pebble Beach, Calif., 
and the other a Gene Littler-Erie 
Brown match at Gleneaglcs, Scot- 
land. ■ 



Florida citrus industry 
squeezes more ad cash 

Multi - million - dollar promotion! 
planned for synthetic products 
make it imperative that the Florida 
citrus industry put a lot more juice 
into its advertising in 1964 3 warned 
Homer E. Hooks, general manager 
of the Florida Citrus Commission. 

Addressing the Eustis, Fla., Rot- 
ary Club, Hooks posed as another 
challenge the expansion into new 
markets with the return of heavier 
crops. 

This tight squeeze on the fresh 
fruit marketers could mean a big 
boost for broadcast media, 

"We cannot afford to go along 
as before, assuming customers will 
flock to us as our crops increase," 
said Hooks. "We must increase the 
tempo and intensity of our promoT 
Hons, constantly reminding people 
that we are offering them 'The Real 
Thing from Florida.' We are a $2 
billion industry. This is big busi- 
ness, and we'd better go after the 
markets in a business-like manner." 

One new synthetic product soon 
to be introduced nationally will 
spend more in a year for promotion 
than Florida citrus spends on the 
complete line of fresh and processed 
products, said Hooks, outlining the 
scope of the competition. Florida 
citrus now spends less than 2% of 
its sales value for advertising, while 
the 18 top food concerns in America 
spend 4.5%, he added. 

Florida Citrus Commission 
meanwhile firmed up plans for its 
first advertising flight of 1964, with 
budget set at $361,000. Spot radio 
will spearhead the two-month pro- 
motion of chilled orange juice, 
with some 500 spots scheduled be- 
tween February 23 and the end of 
April on 24 stations in eight south- 
ern cities. 

Hooks also predicted that 1964 
would see new efforts by the Com- 
mission to control the citrus drink 
business in Florida, possibly 
through a minimum quality require- 
ment, with an identification mark 
on the label which the Commission 
could advertise. He indicated that 
one large processor is already 
pressing for the Commission to 
adopt such a program. 

In 1964 the Commission also 
plans vigorous opposition to any 
reduction in citrus tariffs and pro- 
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feted lactafiil tftwndawls of identity 
far frozen emieenirated oramgs 
juice, Top priority will also be 
given an expanded promotional 
p^gwm directed at the growing 
'tewaajp market. 

5 ^tHi-ek wares 
urraafleaol in Chtoagpi 

'Sthioi will u&veil five new pro- 
iluetf ait the Kational Housewares 
Manufacturers Assn. show in Chi- 
cago; which opens today (13). 

A one-product firm since it was 
feasted in 1930, Schick started to 
if¥BR % in July 1083 and now mar- 
kets hair dryers, an electric shoe 
"polisher,, electric furniture buffer, 
cordless electric toothbrush, and a 
line of S wagger men's toiletries in 
■iiiltifln to its sim*©jE& With thi 
diversification hat come a multi- 
•millojOn-dollar advertising budget, 
the bulk of which is allotted to 
broadcast 

All of the; new products will be 
marketed through Schick's na- 
tional network of distributors and 
sttll continue to be "strongly sup- 
ported with aggressive national 
and local advertising and promo- 
tion/' according to the company. 

Three home baft dryers and two 
ipw eleetrie shayers for women 
are the featured products at the 
housewares show. 

Bant seek 'laskpff* 

Advertisers have been told to guard 
against the jackpot syndrome" in 
inteoducing a new product. Warn- 
taf came from George H. Lem- 
mwd of the plans and markeHng 
diejartmenl of N, W. .Ayer. 

Addressing the American Mar- 
keting Assn»'s RnladelpMa chapter, 
l^mmond noted thai "because the 
stakes are set high and the chances 
of ■. failure- so great it is easy to eon- 
iclude that our only hope lies in 
©ccasionally hitting the jackpot 
wtih a great new product . . „ We 
put all Our anoney on the longshot 
intty md bdpe that it pays off. 
Everywhere «e turn, we ate urged 
te do fust that . . . But the big 
winners are: few and, far between. 
And there aren't enough te go 
ttonuid. If a company is sitting 
hack wafting for its turn to hit the 
i jackpot,, tt is facing a lot of lean 
fekmT 



French tv 
into format of song -dance show 



A decision % Texaco Canada Ltd. 
to sponsor an, all-musical televi- 
sion show brought with it the prob- 
lem of avoiding overly aggressive 
sell, high sound level, and unneces- 
sarily gimmicky attention-getters or 
situations, all of which can disturb 
the viewer, break the show's atmos- 
phere, and create antipathy. 

The show picked was Bras D&ssm 
Bms Dessam (Arm in Arm) on the 
Canadian Broadcasting Gorp.'s 
French Tv Network Bras Uessus 
presents modern and traditional 
popular songs arranged by Roland 
guin, one of Quebec's best-known 
composers and musical arrangers. 

Texaco believed that hardsell 
eohnnercials would be an irritation 
within the format of the show, so 
special Bras Dessus commercials 
were created. Three different or- 



ehestraj and vocal arrangements of 
the Texaco jingle were made by 
Seguin, and were recorded by thv 
show's orchestra and singers. Each 
arrangement was created to fit a 
story-line written by Texaco's agen- 
cy, Ronalds-Reynolds, Montreal. 

In most eases, when dancers are 
used in commercials, they are essen- 
tially attention-getters, lead-ins for 
the commercial announcer. But in 
the Bras Dessus commercials, the 
dancers and singers tell the sales 
story in dance terms without the as- 
sistance of an announcer's voice- 
over or supers. Says Texaco ad-sales 
promotion mgr. Howard E. Whit- 
ing; "Ear from interrupting, the 
commercials almost form an inte- 
gral part of the show and, We feel, 
contribute to making the show even 
more attractive to viewers." ■ 



Danders cawrt at mock-up of Texaco gasoline station in special "soft-sell" commercials 




Gast meniDMs of "Bras fiessas Bras Qes&ous" ease into specially prepared jingles 
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Japanese broadcasting comes 
of age with modern equipment 



The year 1963 ended with a bang 
across the Pacific which saw Ja- 
pan come of age electronically. 

In the three-and-a-half weeks be- 
tween 23 November and 16 Decem- 
ber the country received its first re- 
lay satellite telecast and launched 
the national development of fm 
stereophonic broadcasting, reports 
the December news bulletin from 
NHK (Japan Broadcasting Corp.). 
The first development has the added 
implication of world live tv relays 
of the upcoming Tokyo Olympics. 

At 27 minutes and 50 seconds past 
5 o'clock on the morning of 23 No- 
vember (Japan time), tv pictures 
sent from the United States brought 
the tragic news of the assassination 
of President Kennedy and the start 
of a new electronic age. Live broad- 
casts of the tv relay tests between 
Japan and the United States were 
successfully transmitted twice each 
on the mornings of the 23rd and the 
26th. On 29 November, a long dis- 
tance tv relay test by the communi- 
cations satellite in which tv pictures 
were sent from England to the U.S. 
and then to Japan was also success- 



fully conducted. 

Between the first and fourth tests, 
NHK stationed a tv relay car at the 
Space Communications Test Station 
of KDD ( Overseas Radio and Cable 
System) and transmitted the pro- 
grams simultaneously over its Gen- 
eral Tv Network of 135 stations via 
its Tokyo headquarters. Some com- 
mercial stations also picked it up. 

Commenting on the quality of the 
pictures, NHK said that aside from 
slight periodical noise, tv space re- 
lays direct from the U.S. "have al- 
ready entered the practical stage." 
The relays from England to the U.S. 
and then to Japan suffered a "cer- 
tain amount of deterioration," but 
did prove the possibility of such 
communications and specifically 
"furthered the possibility of live tv 
relays of the 1964 Tokyo Olympics 
to the world." 

The equipment and facilities used 
to receive the relays were made in 
Japan, including a 20m-diameter 
parabolic antenna of Cassagrain 
type for transmission and receiving 
and a 6m-diameter parabolic an- 
tenna for tracking satellite and elec- 



tronic equipment to control these 
antennae. NHK has organized a Tv 
International Relay Study Commit- 
tee to appraise various tv relay 
methods. 

On 16 December, nine Nippon 
stations were granted licenses to 
conduct experimental stereophonic 
broadcasts. 

Experimental monophonic fm 
broadcasting, which was launched 
in Tokyo just six years ago, has since 
been carried by NHK to Osaka, 
Hiroshima, Fukuoka, KumamotO, 
Nagoya, Sendai, Sapporo, and Ma- 
tsuyama. Listeners are now esti- 
mated at 600,000 to one million. It 
is these same nine stations which 
will pioneer fm stereo, via the car- 
rier suppressed am-fm or pilot tone 
system. Tokyo has already started; 
the other eight are preparing to start 
by the end of March. 

Shooting for early completion of 
a nation-wide fm network, NHK is 
now constructing 17 stations, all of 
which are scheduled to be finished 
by June. When completed, these 
stations will also conduct mono- 
phonic fm broadcasts as develop- 
ment test stations, and stereophonic 
fm broadcasts as experimental sta- 
tions, blanketing 70% of the total 
radio listening households in Japan. 

At the present, NHK fm mono- 
phonic broadcasts are transmitted 
18 hours daily or 126 hours per 
week. Of these broadcasts, 13.5% are 
news programs, 19% are educational. 
46.6% cultural, and 20.9% entertain- 
ment. The educational programs in- 
clude language lessons and univer- 
sity correspondence lectures; the 
cultural and entertainment pro- 
grams are composed mainly of 
classical and light music. 

The NHK Technical Research 
Laboratories, in addition to basic 
research on monophonic and stereo- 
phonic broadcasting, is developing 
and refining transmitters, studio 
equipment, and other facilities for 
future fm broadcasting. ■ 

Screen extras ok pact 

Screen Extras Guild has won a 
new thrcc-year collective bargain- 
ing contract with national adver- 
tisers, advertising agencies, and 
producers of filmed and taped tv 
commercials. 

In addition to increases in all 
wage scales and allowances,, the 
Guild for the first time obtained na- 



The art of pleasing employees 




More than 1,500 employees of International Harvester Co. and visitors 
viewed some 100 private and commercial art works at first annual em- 
ployee art show sponsored by the company in a one-week pre-Christmas 
exhibit. Abo\e are some of the works displayed at IJIC's Chicago quarters 
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ijj Mediation, NBC TV personality, discusses Venice Film Festival Grand 

Vtbc Lfen award with J. C, Weithaus, GalgOn Corp. v.p., presented for 
"Tahitian Pool" tv ad of Calgon Bouquet as the outstanding commercial 

§ of W&k McMahon mc'd the mOek "Tonight Show" for CalgOn 

1 



tonal »fiagi%itifti. m the exclusive 
MSgainfag agent far all work witb- 
n ftl Jirtdlction, (The national 
■aoagnition clause Excludes; New 
fark^vhere CKlras afe capered by 
t cmmm wllh Screen Actors 
Mil;. 

Typical day rates under the new 
■flrajat: Product extra players, 
baud models, and physical deMOn- 
gtr*t«,, fTSj general extra, $i7; 
fefidj^J^ fS?l riders far straight 
■telU, 5 $3©| and ballet dancers, $4Sl 
' The agreement h retroactive to 
Ifiov., 16,, lfSB> and runs until .mid- 
night, Nov. 15, 19@E 



NOTES 



feiM«J Mills Sales dives Saks to- 
taling $f54,P§ ? 00B for the six 
onuis; from June l-November 30 
, ire $14,764,000 below the $269,- 
.\2,000 fa the comparable 1002 
I period- GM attributed the decrease 
to several factors, including the fall - 
3. in the selling price of flour, the 
; «le of the: Magnaflux subsidiary to 
the Champion Spark Plug Co. at 
the end of the fiscal year, sale of 
the aerospace research and devel- 
opment business to Litton Indus- 
ItJei during the six-month period, 
and beginning of liquidation of 
I other electronic operations. Despite 
| the .sales drop* net earnings rase to 
\W00Jjo6 compared with $7,9S.6 r 
QQD far the .same period of the pre- 
j vious year. Per share earnings of 
eamman stack were $110, com- 
pared with $1:03 far the first half of 
if§l-f3, an increase of 7%. 

KBC-TV buys The Glidden Co., 
aint manufacturer, has bought a 
!ule of one -minu te Spots on 
;ree .NBC-TV shows from March 
through June. Glidden, via Mil- 
drum Ik fowsmith, Cleveland, will 
he participating in the T&ek$, : To- 
■|gfe#, and Si*ftde§ shgwsj, 

Builds baby bnsiiiess$ Riehardsan- 
"MeriBll, formerly Vick Chemical, 
has; acquired Gaseoigne-Crawther 
Ltd of Headfai, England, in a cash 
purchase, Principal product of new 
firm is Napisan — a po wder used to 
wash and sterilise diapers. This 
and other baby-care products will 
be closely integrated with the prod- 
nets .of Milton Antiseptic, Ltd., an- 
other Brftish subsidiary acquired 

«0M0;R/j^au^¥ 13, 1364 



by Kiehardsan-Merrell in 1058, 
whose Milton Fluid is used to ster- 
ilize baby bottles. As was done with 
Milton^ distributlan of Napisan will 
be expanded outside the United 
Kingdom. 

Sterling sells Glamoren© abroad: 
13-year old Glamorene, manufac- 
turer of rug and upholstery clean- 
ing products which made a stab at 
independent overseas expansion 
with the establishment of a sub- 
sidiary In the United Kingdom, has 
turned its European affairs over to 
Sterling Drug. A licensing agree- 
ment calls far the Sterling Euro- 
pean organisation to manufacture 
and distribute present and future 
Glamorene products in 14 foreign 
countries, including the United 
Kingdom. 

Station lays tv pipeline. KGW-T?" 
Portland, Ore., fed a 16-station 
sports network the December 31 
Sun Bowl football game, Link was 
iel up far El Paso- Natural Gas Co, 
|JBaMelJ & Jacobs), which -was sole 
sponsor of the event on all stations. 
This was the first such liaison be- 
tween El Paso and KGW-TV for 
the 2Sth annual Sun Bowl, although 
the gas company has been, involved 
in other less extensive buys on the 




station. And this was also the first 
Such regional network undertak- 
ing by the station, which in the 
past has fed programs to its sister 
stations in Seattle and Spokane and 
originated one of ABC TV's Fight 
of tlie Week series. Game featured 
the University of Oregon's Ducks 
challenging the Southern Methodist 
Mustangs from the new 30,000- seat 
stadium at El Paso. Stations in the 
Sun Bowl network included: KOLO 
Reno, KCPZ Salt Lake City, KID 
Idaho Falls, KMVT Twin Falls, 
KTVB Boise, KOTI Klamath Falls, 
KBES Medford, KCBY Coos Bay, 
KPIC Roseburg, KVAL Eugene, 
KING Seattle, KIM A Yakima, 
KREM Spokane, KEPR Pasco, and 
KLEW Lewistan, 
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JameS L. Bjbaplex to a member of 
the Pioneer Hi-Bred Corn Co.'s 
board of directors. He is advertising 
manager of the firm. 

Herbert A. Southwell to vice 
president and director of marketing 
far Wyier & Co, s a division of the 
Borden Co. 

Thomas W. Floor to sales admin- 
istratoi; for the Prestolite wholesale 
accounts department. 
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HUMAN AND MACHINE 



Papert, Koenig, Lois' Bill Murphy talks about the 
agency timebuyer and the new role he is playing as 
computers efficiently take over many of his duties 



WILLIAM A. MURPHY 
Vp, Media and Research, 
Papert, Koenig, Lois 

Computers can buy time. 
Within a very few years, com- 
puters will be buying a large pro- 
portion of national advertising time. 

Computers will buy spots, will se- 
lect among network opportunities, 
and will do it better than the flesh- 
and-bloodniks who handle these 
jobs today. The computers will fully 
rate the designation "timebuyer." 

Then what will happen to the 
human specimens who are presently 
called buyers? Well, one thing is 
certain: they can't compete with Mr. 
Machine. They've been technologi- 
cally displaced. 

So they'll be doing something else. 
There will be fewer of them — most 
likely — but there will develop a 
new "buyer" whose job it is to har- 
ness and direct this large-scale 
analysis mechanism, the computer. 
It can't work effectively without the 
proper input, without the proper 
evaluation of its output. That's 
where the human buyer comes in. 

Input: Who will negotiate for the 
opportunities the machine will ana- 
lyze? The buyer, of course, Who will 
create the opportunities with no 
more hardware than his educated 
nose? Who will seek out a competi- 
tor's weakness and exploit it with a 
timber wolf's instinct? Not the ma- 
chine. The machine will be the 
super - estimator, super - calculator, 
super-assistant to the buyer who 
learns how to use it. 

Output Evaluation: Who looks at 
the printout to be sure it makes 
sense? Who sees opportunities in the 
simple-minded reporting of the ma- 
chine and re-phrascs them (in ma- 



chine language ) for a more sophisti- 
cated analysis? Well, not another 
machine of course. The buyer, if 
that's still his name, is constantly 
feeding and reading the machine. 
The machine analyzes the data fed 
to it by the buyer; the buyer ana- 
lyzes the data returned by the ma- 
chine. Only one of the two can origi- 
nate the data and that one, of course, 
is the buyer. 

In addition, such matters as the 
improvement of schedules (the com- 
puter can't call up a rep and say, 
"I know Jello just cancelled and I 
want their spots.") makegoods, pre- 
emptions, merchandising, etc., will 
still have to be handled by the 
buyer. 

It's clear what computers will do 
for advertising agencies; we've im- 
plied what they will do to buyers 
( there will be fewer of them ) . What 
will they do for buyers? Aside from 
being caretakers to mechanized 
playmakers, what possible future 
can there be for the breed? 

Upstairs for some 

Many will bear different titles. 
They'll be forced to grow into the 
jobs designated by those titles. 
They'll move into so-called manage- 
ment jobs. 

But others will still be buyers — 
and to differentiate them from the 
electronic "buyers" let's examine 
them further. 

In the first place, buyers, by a 
certain definition, are much like 
salesmen. Theirs is a very personal 
function. Theirs is a job of persua- 
sion on both sides of their pivot posi- 
tion. For that reason, some will al- 
ways be needed, and particularly 
where persuasion of the stations is 
an important factor. 



As we all know, there are some 
salesmen who would never want to* 
enter "management" — whose in- J 
comes far exceed the average sales 
or general management man's — and 
who recognize the value of being a 
respected specialist. 

The same will likely be true of 
buyers. With the advancement of 
computer technology, the skill of the 
buyer-negotiator will be isolated 
and those who possess it in great 
measure will be in demand, and will 
find their skill rewarding. 

These skills include, as well as 
negotiating prowess, a complete un^ 
derstanding of the economics of the 
business— from the other guy's posi- 
tion particularly — without which a 
negotiator is only half-equipped. 
They include the imagination to see 
opportunities that don't exist yet, 
but are waiting to be created; the 
courage to break the rules when 
necessary and the seasoned judg- 
ment to know when its necessary. 
The man (or woman) described 
above will always be extremely 
valuable. 

This "professional buyer" will en- 
joy some other advantages of being 
such a top specialist. lie may even 
avoid the rat-fight of politics that 
the term "generalist" implies and 
verily includes. 

He may be a travelling buyer, in 
much the sense of a travelling sales- 
man. 

So we have two important func- 
tions of the "new" buyer: 

1. The computer feeder-reader 

2. The negotiator 

And there's a third direction from 
which the buyer will assume new 
responsibility — from above. To cbsl 
scribe how this is likely to come 
about, look at the recent history of 
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WILLIAM A. MURPHY 

Vice president in* charge of media, research, 
and programing at I'lipert, Koenig, Lnia 
in N'ew f ork, he joined 
Ike agency ut its inception in January 
■df I960. He had previously been 
media director at the W. H. Doner agency 
in Baltimore, Md.. and before that 
ivas assistant media director at tienton A 
Bowles in M-eio York. Hz Attended Nichols 
College in Massachusetts, and the 
| / nirersity of Santa Clara in California. 
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Wilis departmentsi 

A short decade and a half ago, 
wast media departments consisted 
3$ a media director and a bunch of 
luyers. The buyers did everything 
itat the media director- couldn't, 
fehifcl, in a. safest antM, agency* was 
fy Mil varied. Too much, in 
tt 

Ip*. there developed the group 
ad. Fsr practical purposes, he was 
i media dtectpr for a group of 
iiKCOunts, The buyer* iif he wasn't 
^pomoted to this level was down- 
graded in function. 



-ing grew ttjt 

passed, The business- be- 
#tme enormously more complex — 

Edia particularly. AE?s could no 
ger be expected to know it all 
roughly — nor cBuld they fly by 
the seat of their pants with a "work- 
ing" knowledge of all facets of the 
business. Clients demanded more 
tlian this. Media supervisors ( assist- 
ftit or assPPiate media directors:) 
had to assume certain AE-like f unc- 
tions. The buyer rose to fill the void 
— and buyers again have increased 
their responsibility arid prestige. A 
saior buyer today is asked to do 
h that a supervisor did a few 
rs ago. 

What does this have to do with 
oiptfors^ |U«t thisi The computer 
,11 create a pressure from beneath 
mpleraentary to the pull from 
<QW caused by the supervisors ad- 
ces* Because the machine an- 
ers the ho* and when and wher-e| 
the buyer is freed to explore the 
reasons why. 

Al the supervisors' functions be- 
come those of '"media account ex- 
^Utive,,"' the; buyer is now perhaps 
iriorp aptly described as a media 



coordinator. He coordinates the con- 
tributions of the machine (and his 
contributions through the machine ) , 
his personal contact function { nego- 
tiation and persuasion) and media 
planning, etc., functions, The super- 
visor-media account executive, in 
turn, is the bridge to the rest of the 
agency and the client 

Where Will They Came From?: 
Will this brave new world require 
a new kind of man (or woman) or 
can we make do with the old model? 

I would say the old kind, Only 
more so. What in tarnation does that 

mean? — It means the kind we've 

always wanted and didn't always 

It means the curious type (in both 
senses of the word ) who can't stop 
trying to improve on what he has 
accomplished. 

It means that agencies will con- 
tinue to try for top graduates of 
good schools — with graduate de- 
grees, if possible— but will, we hope 
reject for media work those who feel 
that, with the acquisition of those 
degrees, the hard part is over. The 
opportunity to relax, to socialize, 
politic, martini and smile one's 
graceful journey to the top hasn't 
often existed in media departments 
in the past and, hopefully, won't in 
the future. 

Which brings me back to the com- 
puter, It should be a boon to the 
buyer. It will certainly let him do 
the same amount of work in a frac- 
tion of the time. By the same reason- 
ing, it will allow him to do a lot 
more work in the same amount of 
time. Let's hope that we always have 
the kind of people who see it the 
second way. 

Surely, we need top grads. The 
work requires a certain quality of 



intellectual equipment. But also im- 
portant is the drive, the instinct for 
competition, a curious sort of in- 
quisitiveness and an enthusiasm for, 
at least acceptance of, hard work. 
There has to be a willingness to 
work very hard, because buying 
time is not a once-performed func- 
tion. Even a short schedule is bought 
and reb ought several times before it 
gets on the air, and several more 
times before it gets off (preemptions, 
makegoods, improvements, etc. ) 

Of course, it's difficult to describe 
what a buyer will be in the future 
when so many people don't fully 
understand what he is now. Under- 
standing of the buyer's job, in some 
quarters, extends only as far as the 
clerical functions. A good media 
buyer is much like a merchandise 
buyer in a department store. He's 
all over the market before the buy, 
and is an expert in merchandise 
quality, styling, etc; and he's all over 
the store floor afterwards, with re- 
sponsibility for display, markdowrts, 
etc. 

One final word — I've referred 
throughout not to timehuyers, but 
to buyers, I do so because its perti- 
nent, I think that a really good buyer 
today will not stay in a one-medium 
buying job. By the time hes ex- 
perienced enough to be a valuable 
timebuyers* he will see the hand- 
writing on the wall vis-a-vis his per- 
sonal future, and will move to an 
agency that exposes him to all 
media, Buyers, human or transistor- 
ized, will be all-media' buyers. 

With the help of the computers, 
they'll be greater buyers. They'll 
probably be paid better. They'll get 
more satisfaction from their work. 
They'll probably even live longer. 
Pie in the sky, courtesy of IBM ! ■ 
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Pepper Sound Studios brings 
Mars B'casting under its wing 



IJepper sound studios of Mem- 
Iphis, has acquired Mars Broad- 
casting of Stamford, Conn., from 
the Winston - Salem Broadcasting 
Co., in a move to broaden the scope 
of the Pepper corporation in serv- 
ing radio broadcasters. 

Mars will continue to operate 
independently, with Pepper's Wil- 
liam B. Tanner as its new president. 
Tanner will supervise sales and 
handle administrative tasks. Pep- 
per's Wilson Norther oss, as vice 
president in charge of sales devel- 
opment, will be concerned primar- 
ily with Demand Radio, a custom- 
ized program service; and with the 
coordination of sales with produc- 
tion. Bob Whitney, longtime execu- 
tive producer and programing con- 
sultant for Mars, will continue in 
the capacity of executive vice pres- 
ident. 

Mars creates and produces radio 
programing and promotional fea- 
tures, audience participation con- 
tests, vignettes, complete produc- 
tion and programing services such 
as Fun Test, Star Test, Promotion 





of the Month, Demand Radio, and 
the Dick Clark Show. Mars produc- 
tions are aired in Canada and Aus- 
tralia, as well as the U.S. 

Pepper Sound Studios' library 
services, musical images for com- 
mercial clients, and station identi- 
fication series produced by the 
company, are presently in use on 
more than 1600 broadcasting out- 
lets throughout the U.S. and other 
English speaking countries, accord- 
ing to the firm. Pepper also works 
directly with advertising agencies 
in the creation and production of 
musical images for their clients. 

Pepper now operates with three 
national sales forces. One will con- 
tinue to work directly with radio 
stations in attracting new ad- 
vertisers on long - term contracts, 
through the company's creative 
business service. The second will 
be primarily concerned with servic- 
ing the industry with library and 
station identification material, and 
the third will offer the Mars fea- 
tures and services to the broadcast 
industry. ■ 




At Murs studios during acquisition of Mars by Pepper S"idios were (hr) Nehon Davi- 
son, Mars assistant production director; Wilson Northcross, Pepper v. p.; William 
U. Tanner, Mars president; Bob Whitney, Mars executive v.p.; Charles James, 
Mars chief engineer; Philip Nolan, Mars executive producer; Don Bruce. Mars 
national program director; and Bill Adams, Mars producer, "Dick Clark Show" 
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Ok given for testing 
device to mute spots 

FCC has finally given the nod 1 
the Journal Company in Milwauke 
to test its electronic device whic 
mutes out predetermined tv com 
mereials. 

The breakthrough could centrl 
bute considerably to more coin 
pletely controlled field condition^ 
the Shangri La of advertising. Pub 
lisher of the Milwaukee Journal 
and the Milwaukee Sentinel, an 
owner of WTMJ-TV, the JournaJ 
Co. has had the device in readiness 
for quite a while, waiting for th| 
commission go-ahead. 

A 90-day field test will pave tht 
way for a $1 million, three-yeal 
project to be called the Milwaukee 
Advertising Laboratory. About terl 
advertising agencies have indicate^ 
their cooperation in the lab, witli 
advertisers and agencies sharing tha 
costs. The basic tools are the Jour\ 
nal's already active "Matched Mar ' 
kets," the commercial control de- 
vice, and an extensive consumer 
purchase panel diary. 

Advertisers and agencies have 
been using the Journal's "Matched 
Markets" method of measurement 
for more than two years. The news-| 
paper's Milwaukee market was diJ 
vided into two equalized circulaj 
tion complexes, precisely matched' 
according to members of house 
holds and pertinent demographic 
and product use characteristics! 
There are some 200,000 households 
in each group. Home delivery oil 
93% of the papers assures control! 

The television panel will include* 
1,500 tv households, divided into! 
two equal sample groups whose] 
boundaries will duplicate those] 
of the "Matched Markets" areas. 
All tv sets in each of the panel! 
households will be fitted with thef 
small and unobstrusive electronic 
device, with on and off switching 
controlled by electronic signals pro 
grained on the station's commercial 
tape. The set remains hot during 
the black-out and instantaneous re- 
turn of the normal signal is assured, 
according to the Journal. 

The panel will record all pur 
chases in diaries; coded information 
from the diaries will then be sup 
plied to the Service Bureau Corp. 
of IBM for processing and reported, 
to lab project participants on a 
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nonthiy basis, with periodic special 
'mz&M being amilalls for aeewnii- 
■ted 3«ti, 

KPi/s 'VfeeJr A/spasfee will coopcr- 
rte to i3»B project, as will ilie Jfli*r- 
iftfffOwtt Sunday supplements!, thus 
niktog ■flMt-ftiedk me^ureinent 

BCL Maxwell 111% formerly Ken- 
pm & Eekhardt senior vice presi- 
dent for marketing and research 
and previously chairman of the 
,ttiwieal committee of the Adver- 
ng Research Foundation, is serv- 
g as technical consultant for the 
Milwaukee Advertising Laboratory 
fflfd the entire project is being con- 
tacted in consultation with the 
ARF. 

&©&n@y seeks clients 

from $ moOO-$200,QOO 

fessfij Howe & Johnson has been 
formed in Chicago as a marketing, 
advertisings and public relations; 
company operating under the fee 
iystem and catering to accounts 
Hfth media budgets between $10r 
f§fi«nd $^000, 

The new firm is the result of a 
rflljoi expansion of the Irving B. 
fierson Co. which was established 
last June, Principals, in addition to 
fierson, are Lawrence W Howe, 
Ltfthet N. Johnson, and Robert D. 
SMatsek. 
Prior to Joining the firm, Howe 
an aeeount executive with N. 
W« Ayer in Chicago. He also was 
wjfh Young & fiubicarn for 13 years 
a public relations account super- 
ior, served as director of public 
ations for Elgin National Watch 
* was with the Ckimgo HemM- 
mrimn on its marketing and re- 
tell staff. 

Johnson Joins the company from 
enyoni & Eekhardt, where for -five 
rs he served as head of its art 
partment in Chicago. He was pre- 
utly with Y&R for eight years; as 
'Tector and art department 




««ger, and with S3TJQ as art di- 
Itor. He also served as art director. 
w Hart, Aehaffttfr I Marx, and 
arman Show. 
A senior copywriter at Compton 
fore this, pew association, Polatsek 
wa s also a copy group superv&or at 
Needham, Louis & Brprby and U, 
W„. Ayer End senior writer at Lea 
Jtenett. 

Gerson was general manager of a 



Communications Corner 





Gathering for chat at a new communications crossroads — New YoTk's 
42nd St. and 2nd Ave* — are new neighhors fl-r) William Brennan, y.p. of 
Rumrfll Co., jfibvirig soon to UQO E. 42rid St., and Roy Duckworth, Daily 
News; Roy Mehlman, UFI, and Kevin Kennedy, WPIX, all of 220 E. 
42nd St, Also Kudner Agency; Carl Bypir Assoc.; Albert Woodley; Burson- 
Marsteller; deGarmo; Norman O'Dell Assoc.; Mabuchi, Kamreny & Smith 



division and director of advertising 
at Elgin Watch prior to estabhshing 
his own shop. He also was with Y&R 
for nine years as account supervisor 
and marketing executive. 

Clients of the firm include Mag- 
natox Organ, Welmaid Products, 
Arthur Ruhloff & Co., H$ftmann 
Luggage, Yates Manufacturing, 
John G. Head & Associates, and 
John Grenzebach & Associates. 

Name tv sales mgr., 

new directors at A - K 

David N«. Simmons becomes the tele- 
vision sales manager, New York, at 
Avery-Knodel replacing Robert J. 
Kizer 8 recently elected senior vice 
president and director of television 
sales, 

The shif t was one of several new- 
yeat appointments at the representa- 
tive firm, including the election of 
four executives to the board of di- 
rectors., They include John S. Stew- 
ard, vice president and director of 
radio sales; L. Jaquehii Gullaft, 
tretsnTet; and K&er, all of New 
York, and F. Robert Kaltboff, vice 



president and mid-western sales 
manager for television hi the Chi- 
cago effiee. 

Reelected to the board at the year- 
end stockholders meeting were J. W, 
Knodel, president; Roger O'Sulli- 
van, senior vice president, Chicago; 
Charles C. Coleman, vice president, 
Atlanta; and Martin Xleinbard, New 
York legal counsel. 

Edward W. Lier, formerly as- 
signed to television market develop- 
ment in addition to his sales activity 
in New York, will now devote full 
time to sales. Replacing him as man- 
ager of tv market development is 
Alfred J. Larson. 

$2 -mil. business hike 

% II. Russell, McCloskey & Co. 
closed its first six months on the 
Chicago advertising scene with the 
acquisition of $2 million in. new 
business- 
Seven new accounts, plus antici- 
pated acquisition of four other 
agencies, should bring the firm's 
billing rate for the first quarter of 
1964 well over the $6 million mark, 
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according to president Edward 
Russell. 

New clients are: Riley Manage- 
ment Corp., Bellwood, 111., devel- 
opers of King Arthur resort apart- 
ments and the new city of Weston, 
$303,000; Pines Industries, three 
separate accounts with consolida- 
ted billings of $516,000; Allied Bat- 
tery, Dallas, and its Allied of Amer- 
ica marketing division, $350,000; 
and Arrivals, Ltd., Chicago, manu- 
facturer of "2nd Debut" aqualized 
skin preparation, budget not yet 
set. 

Russell said the agency is con- 
sidering acquisition of two agencies 
in Miami billing $1,250,000 and 
$800,000 respectively; one in De- 
troit with $1,100,000; and another 
in Dallas with $560,000. 

Froelich joins Bates 
in creative services 

Ralph Froelich has joined Ted Bates 
& Co. as vice president and coor- 
dinator of cre- 
ative services. 
In this newly 
created post, 
Froelich will 
supervise cre- 
ative workflow, 
scheduling of 
assignments, 
budgets, per- 
sonnel and gen- 
Froelich e ral organiza- 

tional and procedural matters per- 
taining to the creative operation. He 
was formerly associated with Grey 
Advertising where, most recently, he 
was vice president and business 
manager of the creative department. 
Grey Adv. has furthered its over- 
seas expansion through an alliance 
with Dorland, S. A., Paris, and Dor- 
land, Brussels, Grey purchased a 
"substantial minority interest" in 
the agencies as the third step in a 
program of expansion, which began 
15 months ago. 

Grey builds overseas 

Grey opened a Montreal office 
in 1958, and branched overseas 
with the purchase of an interest 
in Charles Hobson & Grey Ltd., 
London. Last October, Grey es- 
tablished Grey-Daiko Advertising 
in Tokyo. 

Both Dorland firms, which are 




under the same management, em- 
ploy more than 160 people. Then- 
clients include Procter & Gamble; 
Englebert (U. S. Rubber), General 
Motors, Gillette, Sovircl (Pyrex 
glass), Lipton Ltd., and Rolls-Royce 
Ltd., as well as French and Belgian 
firms. 



NEWS NOTES 



Kastor Hilton turns kitchener: After 
screening agencies for the past sev- 
eral months, American Kitchen 
Products Co. and Noxon, Inc. have 
awarded their accounts to Kastor, 
Hilton, Chesley, Clifford & Ather- 
ton. American Kitchen Products is 
a subsidiary of S. Gumpert Co., Jer- 
sey City, N. J. Noxon manufactures 
Noxon Metal Polish, and American 
Kitchen Products makes Steero 
Bouillon and Instant Gravies. All 
products are nationally distributed 
and utilize national media. Other 
agency appointments include the 
complete line of Lily of France 
foundation garments to Ellington & 
Co. Lily has just been acquired by 
The Berger Brothers of New Haven, 
an Ellington client, prompting the 
switch from the previous agency, 
The Rockmore Company; Redmond 
& Marcus was appointed to handle 
advertising for James M. MeCunn 
& Co., sole U.S. distributor of John 
Begg Blue Cap Scotch. The cam- 
paign will start in the New York 
Metropolitan area, with a concen- 
trated newspaper schedule. 

The art of woo-manship: "If we are 
to become experts at woo-manship 
we must remember the products 
and services we wish to sell to 
women are nearly always related 
in their minds to associations over 
and above the product function," 
said Kensinger Jones, creative di- 
rector and senior vice president of 
Cambell-Ewald, Detroit. Address- 
ing the Chicago Mail Advertising 
Club, Jones added that even used 
car advertisements "gain 100% in 
women's ratings when you remem- 
ber that to a lady a man is more 
than a husband — he's a date. And 
every product can relate to this 
married kind of 'dating'." Knives 
and forks are just something to eat 
with "only to clods who don't care 
enough to practice the art of woo- 
manship," he concluded. 



Will continue broadcast; 
Stern Advertising of Seattle hd 
been named to handle the Seafoods? 
Inc. account. Pacific National A 
vertising had the business for 1< 
years. Heavy tv and radio s 
schedules will be maintained in tbt| 
future. 
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Specialty Foods: Co-Ordinated Mar 
keting Agency has been appointee 
advertising agency for Gioia Spe- .oW I 
cialty Foods of Buffalo, maker ol 
Chinese, French, and Italian Foods', 
Co-Ordinated will handle the met*! 
ropolitan New York introduction of 
the Gioia line. 
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Douglas Liss to art director and 
Lou Serrille to copy supervisor ■ 
Geyer, Morey, Ballard. Senilis 
comes to the agency from McCann-< 
Erickson, Liss from the U. S. Navy. | 

Arthur R. Harrington to vice 
president and Detroit manager on 
SCI division of Communications 
Affiliates, sueeeeding R. Thomas 
Brogan who was promoted to 
McCann-Erickson vice president 
and supervisor of the Buick account. 

Don Tennant to executive vice 
president in charge of the creative 
services division of Leo Burnett. 

Clark E. Maddock to vice presi- 
dent of MacManus, John & Adams,, 
Bloomfield Hills, Michigan. 

George Lekas to the broadcast 
production department of Earle 
Ludgin & Co. in Chicago. 

Stuart Newmark to account su- 
pervisor on Hughes Aircraft and the 
aircraft division of Hughes Tool Co. 
with Foote, Cone & Belding in Los 
Angeles. He will continue as direc- 
tor of public relations there. 

Phipps L. Rasmussen to president 
of McCann-Erickson Corp. (Inter- 
national), succeeding Armando 
Sarmento who was appointed pres- 
ident of McCann-Erickson, Inc. 

James P. Johnston to vice presi- 
dent of Albert Frank-Guenther Law. 

Helen Landsdowne Resor died 
on January 2 in New York. She was a 
vice president and director of J. 
Walter Thompson for more than 40 
years. 

Leroy Galpeiun to Maxon a§ 
public relations executive. He was 
vice president of Leserman, Sten- 
buck Ltd. 
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utnam pitching 
igh frequency tv 

I.MW rates- 'mmi tecal ©rientaticih of uhf television make 
It Weal far retailerS> Springfield broadcaster tells 

mfem T Pirfe ©a.iTventio-n of N'ptlorfal Retail Merchants Assn. 



rMB ffifaiWir? of interest; fe- 
ttvoen led] retailing and local- 
f^aited tv was pitched last week 
those who usually tic the selling, 
members of the National Retail 
rehants -Asm* 

Addressing tile sales promotion 
ilvision session of the group's 53rd 
Sandal convention in New York, 
hf broadcaster William L, Putnam^ 
iimsidsnt of Sprtagfield Television 
roadeasting ~Corp. (WWLP), 
praised the low rates and local in- 
erest -of uhf. 
The FCC fostered inflated vhf 



tv rates, he charged, wen it estab- 
lished much higher power allow- 
ances than were necessary to satis- 
fy the purposes of the Communi- 
cations Act. Sinee normal retailing 
trade areas are substantially smaller 
than the coverage areas o£ most vhf 
stations, lie said, most retailers in 
most communities can't afford to 
advertise on their so-called local 
stations. 

The uhf broadcaster of necessity 
derives his living close to his town 
of license, in the very same area 
you, toa, derive yonrs^" Putnam told 



the retailers. Because his coverage 
area is smaller than the vhf station, 
it is a matter of survival to be local 
as opposed to regional in outlook, 
thus making uhf "very useful" for 
the retailers' purposes. Citing his 
Own station as an example, Putnam 
noted that WWLP has coverage up 
and down the Connecticut valley 
of only some 50 miles and it dimin- 
ishes more rapidly east and west 
into the hills. 

Traditional ties of department 
stores to newspaper advertising 
were acknowledged by Putnam in 
his talk. 

"After all," he said, "your entire 
advertising staffs are newspaper ori- 
ented, your buyers are well aware 
of how to use newspapers; they 
have done so with varying degrees 
of success for generations." 

But the Consumer of the future 
is dependent upon television, Put- 
nam concluded, and "the further- 
ance of local television by the wide- 
spread development of the uhf 
channels gives you the best oppor- 
tunity to reach your customers that 
you have ever had." ■ 



HOW IT WORKS IN SPRINGFIELD 



Several y*a*s. ago twft of SpringE®ld s 
leading department stoves cautiously 
tool? a taste of uhf television via chan- 
nel S3. Sow Forbes & Wallace and 
Steiger% ftm n seem completely sold 
oil the medium, relying on WWLP for 
complete production, promotion, and 

budgeting services in addition to con- 



tinued successful sales results* 

Forbes & Wallace started on the 
station over six years ago, buying 
program segments on an afternoon 
women's show. Success led the store 
to increase its sponsorship- to news and 
weather, using prime spots and satu- 
ration programs. 




Wki 'CsiBMp- -MttjcftMi m» imp* shot «-M Kitty- B?wnw. sf. 



■em aman for F&W 



Steigers has been with WWLP for 
over three years, currently using prime 
20s, combinations of ehaihbreaks and 
IDs, and sponsorship of news pro- 
grams on a 52- week basis. 

The degree of harmony between 
local retailing and uhf tv which Put- 
nam propounded to the NRMA is any- 
thing but theoretical in Springfield, 
Where the Station handles all produc- 
tion on all commercials for both these 
stores. In the case Of Forbes & Wal- 
lace, copy and all props, graphic, and 
visual material are provided or ac- 
quired by WWLP. Forbes & Wallace 
tv spokeswoman is WW LP's own per- 
sonality, Kitty Broman, who handles 
all of the store's ads. 

This retailer's interest in tv is fur- 
ther evidenced by its creation of a 
staff position called tv Coordinator. 
She works in the Forbes & Wallace 
advertising department and her sole 
function is to integrate the campaigns 
of the store with the campaigns on tv. 

While Steigers provides its own 
woman's personality, Deborah Free- 
man, it displays confidence in the store- 
station association by turning its com- 
plete tv* ad budget Over 16 local sales 
manager Paul Brisette to schedule as 
he sees fit to give Steigers the best 
return for its advertising dollar. 
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Woo child, win mother — 
daytime tv finding 

Analysis of viewing habits from 8 AM to 6 PM shows households with 
youngsters under five years of age have sets turned on 50% more of 
the time than those homes where there is no toddler in the audience 



Daytime viewing patterns of houseivives 
with and without children under 5 years old 




♦* audience) One or more children under 5 



All housewife viewing (family has no chil- 
dren under 5 ) 



8 AM 9 10 11 NOON 1 PM 2 3 4 5 6 PM 



I 
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>r. JOHN R. THAYER 

tnckmfr6 dlrecmr. Market Reports* Special Tahtttatumb, -AMB' 

■elevtmgw viewiwc habits differ profoundly from one 
household to; another. One of the chief reasons- for 
[:his lias to do, of cftuil© ? . *tiMk the composition of the 

WDtfljfi 

This ilea is dramatically demonstrated in a daytime 
flying analysis 1 which compares, two types of house- 
hold — one containing one or more children under 
h® years of agps, and the other containing, no children 
asdei 8 five yelirs of age. The analysis shows that the 
u eiage household containing children under five has 
(jta ty set on { and for the most part someone is view- 
ig) 50fS mere than the household without children 
under five. Tables 1 and II show that from 8 AM to 6 
'M (Monday through Friday), the average home with 
sffltU child Under fi^e has the set in operation 33,7$ 
gf* the time, while all other homes have their sets in 
operation only IS,4f of the time. 
A* Would be expected, the pattern of viewing fluetu- 
I ajfcs considerably throughout this 10-hour period ( see 
charts page 46), In the household with the child under 
f five, for instance, the viewing level of the housewife 
is at its all-day "low" at 8 AM (when 8% are viewing) . 
It builds gradually in the morning through the 11:45 
yfeif IfMm period ( when 18? are viewing ) s then jumps 
fcticeably at noon (when 1385 are viewing). Here it 
i remains relatively high for the next two hours (fluctu- 
ating between IJJ and 341). At % PM the housewife 
ffewtag* level in these same homes drops to VM and 
never rises above that point through the &• 45 PM time 
Krlod, 

An examination of housewife viewing in ©tier house- 
■Mb (with no children under Eve) shows that a simi- 
lar pattern exists, but that the overall viewing level is 
■ytoy lower. In comparing Tables I and II again,, it 
at the a vera r me level of the house- 
Bps with a child under five is lB.B% between the hours 
w § AM and 6 PM, whereas the viewing level of the 
housewife with no children under five is 14.38% Two 
Bw-ly plamible reasons for this might be: (1) the 
mllBfe influence on the mother in persuading her to 
view with him, and. (E) a possible higher incidence of 
employed housewives in the sample group with no 
child under five. 

In looking at the chart more closely, there are several 
gomjafisiohs which can be made. Basically, it illustrates 
three things; (1] the level of ai housewife -viewing in 
mm households with a child under five years, old, 
'!) the level of viewing of the housewife in those same 
households Whj&M. iJm cftiM w wl in the midtea%m, and 
•) the viewing, level of the housewife in all other 
imehelds — where there are no children under five. 
If is interesting to note that the housewife viewing 
let In both homes (with and without young Children 
idea? five) tends; to be more similar in the afternoon 
;from 1 PM to 6 PM ) than it is in the morning. 



W Bitmd ov the Am TV Nvtwml -diarim ,|« February/ 
WBW* iKB, This nmMb, mm ehosen fur analysis sing® (I) e¥ti~ 
■fefea? mmmmg' temk m* <mmM g£rmmtty higher (faring this 
WmM of year, and fB>) February fUarrh .does not represent: a tfm* 

Mm period i» TV $m&wtitu$« 

i% Ojther" gmpM mm fe tfmpmg -uSilh the children, hat the 
JmmmSpt i» B t,mt n in the wuSmee. 



Table I 

Average daytime •vimmng levels 
&f housBholds with children 
under 5 -years of age 

A V BRACE 

AUDIEWtE SETS-INFUSE 

Composition 8 AM to 6 pm 

( 1 5 Housewife viewing ( but 

not child) 9.7% 

{2) Child viewing (but not 

housewife . * . . . , . . . ., 12.4 

(3) Housewife and child view- 
ing together 6.9 
(Total housewife viewing) . . 16.6* 
(Total child viewing) ..... 1 9.3* 
Others viewing ( but neither 

housewife nor child) .... 3.2 

Set on (no one viewing) . . , 1.5 

Total 33.7% 

* Notes CD and (3) are additive to find total house- 
wife- viewing;, and (2) and (3) ore additive to find 
total child viewing. 



Table II 

Average daytime viewing levels 
of households with no children 
under S years of age 





Average 


Audience 


•Se*ts-in-use 


Composition 


8 AM TO 6 PM 




14,3% 


Others viewing; , ., , 


. . . 7.6 


Set on (no one viewing ) . . 


,5 



22.4% 



In summary, then, there is little doubt that in those 
homes containing a small child under five years of age, 
the amount of viewing contributed by that child is very 
substantial, As Table I shows, 12.411 of these children 
are viewing by themselves 2 during the average 15- 
minute time period between 8 AM and 6 PM ... so that 
the presence of a small child increases set usage pos- 
flbly by as much as 50£ 

In these same homes, 16,6% of the housewives are 
viewing television during the average 15-minute pe- 
riod, And, of this number, 41.61 view with the child 
'(;9Wc of the total number of such households —refer 
to Table I). 

So, viewing does differ perhaps even more than one 
might realize in these two types of homes. The child is 
a very important factor to the television spousof , both 
from the standpoint of possible influence in persuading 
the housewife to view, as well as. persuading her to 
buy the products he sees advertised on television. ■ 
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Five gen. mgrs. upped 
to v. p.'s at Storer 

The board of directors of Storer 
Broadeasting Co. have elected five 
station general managers to vice 
president. 
They are: 
Keith T. Mc- 
Kenney of 
\V S P D - T V , 
Toledo; Ken- 
neth L. Bag- 
well, of WA- 
GA-TV, Atlan- 
ta; Joseph T. 
C o nw ay of 
McKenney WIBG, Phila- 

delphia; Roger W. LeGrand of 
WITI-TV, Milwaukee and James 
P. Storer of WJW, Cleveland. Mc- 
Kenney (pictured) joined the com- 
pany as a salesman at WJBK-TV, 
Detroit in 1952, has been a gen. 
mgr. since 1961. He was associated 
with Peters, Griffin and Woodward 
in Detroit before joining Storer. 
Bagwell has been gen. mgr. of 
WAGA-TV sinee 1961. Prior to 
joining the company, he was na- 
tional sales manager at WTVJ, 
Miami, a position he has held since 
1958. Previously program manager 
and later sales manager for KXYZ, 
Houston. Conway, who has headed 
WIBG since 1962, is a former na- 
tional radio sales manager for Stor- 
er. Prior to that he was local sales- 
man and national sales manager for 



Storer's Philadelphia station. He 
joined the company in 1957 and 
was with the WIBG staff as local 
salesman for two years previously. 
LeGrand has held his position at 
WITI sinee 1961. Pie came to Storer 
from Cramer-Krasselt Co., Milwau- 
kee advertising agency, where he 
was vice president and director of 
the radio/tv department. He joined 
the agency in 1945, after serving 
in the U.S. Navy. James P. Storer, 
son of the eompany founder and 
ehief executive offieer, has spent his 
entire broadeasting career with 
SBC. He joined WGBS, Miami in 
1950 and was named merchandis- 
ing manager for the radio division 
in 1956. In 1958 he was promoted 
to national sales manager for the 
radio div., and in 1959 was named 
national sales manager at WIBG. 
He was named assistant general 
manager of WJW, Cleveland in 
1962, and general manager later 
that year. 

Solomon and Tiedemann 
to ABC-TV sales dept. 

The ABC-TV network sales dept. 
has promoted Jerry Solomon to re- 
gional sales manager and John 
Tiedemann to manager of sales 
planning. Solomon joined ABC in 
1962 as a sales presentation writer 
in the ABC TV sales development 
department. In 1963 he was promot- 
ed to manager of sales planning. 



Keep in touch 




Crosley Broadcasting feted five retiring employees at Cincinnati, with 
presentation of traditional watches — and radios, so they can keep in touch 
— made by John T. Murphy, president, and James D. Shouse, board 
chairman. L-r are Wayne O'Donncl, Murphy, Charles Lail, Hay Jones, 
J. M. McDonald, Fred Roehr, and Shouse 




non, Tiedemann 

Before joining the network, he ha 1 
been a senior analyst in the NBC m 
seareh department and a sales reprp 
sentative in the NBC sales develop 
ment department. Tiedemann hat 
been manager of audience measure 
ments for the ABC TV research dp 
partment since 1963. He joined tin 
network in 1959, beeame an analys 
in 1960 and was made a senior ana 
lyst in 1960, He was promoted t( 
supervisor of audienee measure 
ments in 1961. 

Crosley appoints Nunar 
to special projects pos 

Thomas R. Nunan, Jr. has beer 
named to the newly-created posf 
tion of direetor of special projects 
and research in 
the Crosley 
Broadcasting 
Corp.'s New 
York sales of- 
fice. For the 
past three years 
Nunan has 
served as Cros- 
ley's director of 
marketing com- 
munieations. Nunan 
Prior to that, he was manager of th* 
six Steinman radio stations head 
quartering in Lancaster, Pa., aflj| 
before that was station manager of 
WD EL-TV Wilmington, of W'LEV- 
TV Bethlehem, and salesman and 
commercial manager of WGAL-Tw 
Lancaster. He also served in the in- 
vestment and economic researel 
department of the Northern Trust 
Co., Chicago. 

NEWS NOTES 



Nielsen take; Consolidated results 
of A. C. Nielsen's operations, on anl 
unaudited basis, for the quarter 
ended 30 November 1963, are ser-J 
vice revenues of $12,076,880, up! 
12.9% over the corresponding per- 
iod of 1962. Profit before taxes in- 
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TvQ-Quir 

Quiz you rself on program appeal to viewers living 
n the South and Far West. Ml ate rial for this quiz 
was provided by TvQ, based on their research 
of program popularity* 

(A) Here arm five programs with about the same appeal 
to tfte adult fir public in general. See if ymt can rank them 
in arr&r of their differing -appeal to southern viewers.* 




1 



1. Armstrong Theater 

2. Art Linkletter 

3. Jack Benny 

4. Jack Paar 
$. Route 66 



The. next fixe programs, ///so similar in general adult 
vary considerably in appeal to far western Viewers.* 



1. Chet Huntley Reporting 

.2. Dick Van Dyke 

3. Disney World of Color 

4* Hazel 

5. Password 



Juae-Jtdf TvQ Report 



Answers Quiz A: 



ST 

m 

m 
iz 

vz 



JO",/ yM[ 

Xuuag 

... . . . ja S ^y,?j jjpr 



K * > - .. W 



Answers Quiz B: 

«E '<MPB N 'Z 

Of ' y • ■ a#<j u%i 3f5i ff -t 




creased lt$% ( and net earuings 
increased l&£ffl> from pJ7£|329 in, 
the; 1§12 quarter to 1779,801 in 
1061, equivalent to 46$ per com- 
mon share, wm pared with 38$ par 
common siaarc the previous Novein- 
tef quarter . 

p§w irfflitrers for CBSi KTVS 
Iterlmgj. Colo,, has joined the met- 
wrk as a satellite station of KFBC- 
TV,, the CBS TV affiliate in Chey- 
enne, Wyo, New affiliate operates 
©n channel 3, and is owned and op- 
erated by the Frontier Broadcast- 
ing' Co. 

mmpW to another empire? WBC- 
TV's 19®2-*@3 series^ Empire^ has 
been, sold to ABC TV, It will be 
reran from March through Septem- 

her. 

Lfce lihte sltows, gain faverj. Public 
ftstersst iia %m tv ,gpif has been 
stimulated by increased network 
emphasis on filmed series, accord- 
ing to John Vrba, president of 
'Fiyurfh Ketwork, Los Angeles. He 
noted that the Palm Springs Golf 
Classic jumped 52%. in national tv 
audience over RJ82. Intensified in- 
Jitest was also reflected in other 
shows like the ling Crosby tourney 
whose ratings \fgre up 33%, the 
Masters up 31%, Tournament of 
Champions up 27%;, and the Thun- 
dirlM up Fourth Network 

will carry the 19©4 Palm Springs 
match on 1-2 February « 

New Care Richard G, fates Film 
Slles has been formed in New 
fork to sell tv and theatrical pro- 
gram?. Address is 230 Park Ave. 
Dick Yates, president of the new 
firm, resigned as eastern sales man- 
ager of IhGM-TV to assume, his 
a p\? ' ditties,-, 

Grants increase? The FCC has ap- 
proved the petition of WREK-TV 
RjieMard lib, to increase its effec- 
tive radiated power to 31© kw. 

Hefty quarter for film-tape olftlte 
fnternatiOnal Productions, Inc. ex- 
pects: to quadruple its grass for the 
present quarter over the same 
period a par ago, hitting an all- 
time high for the four-year-old firm* 
F#Undei in 1J35Q under the banner 
«f Int'eriational Video Tape, the: 
company Was recently reorganized 
m IPI with, IVT becoming a separ- 



ate division. President Bob Brandt, 
in a year-end report,, attributed the 
sharp upturn to the sale of seven 
IPI-pjoduced programs to CBS 
TV's §tindmj Sports Bpetttvwd&r and 
a heavy increase in activity of its 
YidLeo tape division. 

Associated affiliates^ KNiMT-TV 
Walker, Minn,, began broadcast- 
ing operations as an associated Sta- 
tion to KCMT Alexandria, NBC 
TV affiliate. No additional time 
charges will be made for the asso- 
ciated station, which carries all 
NBC programing carried by 
KCMT. 

Film team turns to tm Melvin Frank 
and Norman Panama, produeing- 
duecting- writing duo, enter tv pro- 
duction late this spring or eafly fall 
with two initial pro|ects under the 
aegis of parent company Melnor 
Films, First prefect is Our Man at 



St. Marfe> British tv show to which 
Panama and Frank have the Ameri- 
can rights; second is an original, 
hour-long comedy, tentatively titled 
Trans-Atlantic, Both formats call 
for filming in London, where the 
pair are currently headquartered. 



NEWSMAKERS 



Jack Yeager to manager of 
KMMT-TV Austin, Minnesota. He 
was general sales manager for 
KHOL-TV Hastings and Kearney, 
Nebraska. 

Stanley Mesh to assistant con- 
troller for Wometco Enterprises. He 
was with the Miami office of Haskins 
& Sells. 

Charles B, Thompson to film 
director for WTGP-TV Washington, 
D .C. He replaces William Hedgpeth 
who will become program director 
for TOP Radio. 
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Jack Nides, head of agency handling Merle Norman Cosmetics account, discusses kickoff 
commercials on "Breakfast Club" with ABC Radio's Don McNeill. Drive began in fall 



mm noRirifln 

COSIT1ETICS 

INTERNA T10NAL — 

9130 BEUPnCP PVEflUE PT DIIOI VITPE • • • lOSPnGELES 45 CPLIF0K1IB 

October Ik, 1963 



I WISH I COULD TELL YOU.., 



. . . about a wonderful new advertising program that is 
now being worked out for all my Gals and Guys. 

But, in a week or two you'll receive a booklet in the 
mail that will give you all the details. 

Now, I've promised the advertising people that I wouldn't 
let the cat out of the bag before the booklet arrives, 
but at least I can give you a few hints I 

It's a national program, but you can 
participate right in your own city. 

A person whom millions of women -love 
and respect will be working for you. 

This is, by far, the biggest (and most 
exciting) advertising program in our 
history. 

This program is only the beginning of 
a lot of new advertising activity we're 
planning for the coming year. 

Sorry I can't tell you more right now, but I know you'll 
be Just as thrilled as I am when the mailman brings you 
your booklet! 

Semper Idem, 



Letter to independent studio owners acted as a "teaser" for details of network drive 



Face - li 

Merle Norman wanted 
to give sales new vigor, ant 
found the answer in 
network radio plus tie-ins 

In the highly competitive field of 
"beauty care," Merle Norman Cos? 
metics has caused a considerably 
splash this season with a national 
campaign whose results are out of 
all proportion to its relatively mods- 
est budget. 

Vehicle for the campaign is Break- 
fast Club, one of ABC Radio's most 
venerable properties and a show 
which has more than managed td 
hold its own in a tv-minded era. 
Here is the bare-bones outline of the 
Merle Norman 52-week buy, which 
was launched 18 November: 

• Five segments per week for the 
first 13 weeks, and 

• Three segments per week for the 
next 13 weeks, and 

• Two segments weekly for the final 
26 weeks. 

There was nothing "routine" 
about the purchase. In fact, a con- 
siderable amount of backstage souk 
searching went into the selection of 
network radio in the first place, and 
Breakfast Club in particular in the 
second. Here's how Jack Nides, pres- 
ident of Nides-Cini Advertising Inc., 
the cosmetic firm's agency, describes 
the process, and the problems: 

"Before we approached ABC 
Radio, we were aware of five facts: 
( 1) Merle Norman Cosmetics had to 
get maximum reach at low cost; (2) 
we knew the perfect combination 
for us would be national advertising 
with a close tie-in on a local levels 
(3) we realized that Merle Norman 
Cosmetics customers, demographi- 
cally, fall into a category we think of 
as 'Mrs. Average America;' and (5) 
we knew that in order to accomplish 
our advertising - merchandising 
goals, we would have to excite our 
studio owners and enlist the aid of 
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or cosmetic campaign 



the medium; in interesting their peo- 

Unlike most retail operations in 
the cosmetics field, Merle Norman 
Cosmetics are not sold over the 
Counter at drug, departiftent and 
Djeifelty Stores,,' They are not han- 
Wfhi:«ughtbe kind of '"sales rep- 
resentative" setup long in action for 
icms Hke Avon and Puller Brush. 
Jpitlead^ ^/thef are .sold drniauigh 
^tudi-ot,^ which are independently 
owed and which are licensed in a 
manner appommating that of the 
Howard Johnson chain. 

Any national gampaign by the 
M«rle "Norman company, therefore, 
had to have, as a built-in gimmicky 
the opportimit|f for studio owners 
la supplement the campaign' with 
local-level tie-ins,,, The expense of 
toeaJ tv tie-ins, Merle Norman exec- 
utives felt, would be out of reach of 
most local retailers, Radio was an- 
plif€rrnatter, 

1© early October of last year, 
Norman sales promotion m an- 
ager William Pollock and agency- 
fflan Jack Nides met with Jack H- 
Mann s , ABC v.p» in charge of the net- 
work's Western Division, and sales 
department executive John Paley, 
Preliminary details of an ABC Radio 
bu^weje'^dflcuSS-ed. Then, in No- 
vember, more meetinp were held 
with Don Schlosser, head of ABC 
Radio's sales development depart- 
ment,, and Sr&akfmt Chtfa staffers. 

Now* it was time to bring the teal 
retailers into the Sit* 

Gut t& the studio owners went an 
B^lanatory "record - booklet" ex- 
plaining the basic detail* of the net- 
work radio buy, and urging them 
to get in on the campaign at local 
level: 

TSvery weekday morning, over- 4 
iHillfen fans Men faithfully to Don 
McNeills fmakfmi-&ob { the book- 
let expla ined ) . Ma ny of t hese lis ten - 
Vis will "be wfimen right in your 
home tnwft Betaule Don Mel 



only advertises pr oducts that he can 
sincerely recommend, his fans be- 
lieve and trust his recommendations. 
When he invites them to discover 
the Three Steps to Beauty in your 
Studio, they're going to mt on his 
advice . . . especially if you tie your 
Studio directly in with the Breakfast 



Having sold the concept the 
Merle Konnan booklet, which in- 
cluded a recorded sample of Break- 
fast Club selling in action, then gave 



Working both ends against the 
middle, ABC Radio notified local af- 
filiate radio sales managers that the 

Of ~ 

campaign was in the works, and 
urged them, to follow up ( "This will 
mean new business, . . . On ijovr sta- 
tion!"). As a clincher, copies of the 
same local-announcement scripts 
were sent,, and a special closed-cir- 
cuit broadcast of Breakfast Cluh 
was staged for studio owners. Local 
sales were made in virtually all ABC 
areas. 




Admen gather 'at M-erie Norman retail studio: (I, to r.) ABC Radio v*p. Jack H. Mann, 
NM'&rCmi firm, /aefi NMM, Metis, Norman exee William Pollock, ABC's John Paley 



some specific advice.. Studio owners 
were urged to consult a list of affib 
iates carrying the show, and to con- 
tact the local ABC station "to buy 
local spot aniiouuceanents on the, 
$m$$mt Ghb on the same days 
that Merle Norman Cosmetics are 
nationally advertised." 

These "breakaway" announce- 
ments, bought at *iow, local rates." 
were simplified by the we of sample 
local announcements scripts, into 
which could be dropped the phono 
number and address of local Merle 
Norman studios in major markets 
covered by the ABC Radio series. 



Results? 

Initial response, according to ad- 
man Xides. was "extraordinary." 

A new Merle Norman Studio in 
Los Angeles, for example, started 
getting phone calls five minutes 
after the first show, November 1&. 

Within two weeks, studio owners 
were writing to Merle Norman 
headciuarfers to say they were get- 
ting ^wonderful, fabulous results'*" 
. ., "campaign already a boon to 
business" , . . "best advertising Merle 
Norman Cosmetics has ever done." 

"This program is only the begin- 
ning"' says Merle Norman herself. ■ 
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1070.° Each exclusive 
is a leader in his field. 




CLARK HOGAN 

WKOW's "Coffee Club" Host — 7-9 a.m. 

Clark Hogan's "Coffee Club" 
percolates Madison's favorite blend 
of musical cheer. And WKOW/ 
1070 serves it to Southern Wiscon- 
sin's largest morning radio audi- 
ence — at breakfast tables and on 
the road. "Coffee Club" time is 
7-9 a.m. But so popular is this 
Hogan lad with listeners and adver- 
tisers, we bring him back for more 
right after the Arthur Godfrey 
hour. It's the kind of PROgram- 
rning that makes 10,000-watt 
WKOW one of America's great 
radio buys. 




Organist contest wrapped up 



:3 
I 




Fred Barr ? host of "Gospel Time" on WWRL (N.Y.), helps station staffer 
Henrietta Creech count aver 210,000 Ward Tip-Top Bread wrappers 
mailed in by listeners as votes to select favorite organist from more 
than 70 vying in first annual Religious Music Organ Contest. It was spon- 
sored by baking company over three-month period, via Grey Advertising 



..... .. . ,, 



: : ... : 



• >....;. 

' .. V - ''»'.. i ' ..' ^ ...... ' 



Thirty miles of shoe laces 




Contest winner Jane Goltcrmann holds portion of the almost 30 niiles 
of shoestrings submitted by listeners of KXOK St. Louis ill promotion for 
new MGM picture, "The Wheeler Dealers." Celebrating with the winner 
following conclusion of the promotion (l-r) Ed Ediniston, MGM; KXOK 
personality Peter Martin; and station account executive Bill Ganey 
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Medft people, what thrny 
are doing, buying and saying 
January 13| WM 



■ Chicago .media man to MacManuss James 
Cvetko has joined MaeManus, John & Adams* 
Chicago office as media supervisor. He was 
formerly assistant media director at MaclParland 

f s^irii ami before that 'was assistant market- 
hif direitir of the Arthur. Mey erhoff agency, 
botli Chicago. 

■ -Eafcz Sure DM mail 'em to media folk: Sp dig 
dywn deep in your mail box for the KSD Radio 
(ft, fifiuii) brochure that should be them. If 
you ©a»e Up empty-handed, holler for your 
mm min;aad demand a copy of this elegant 
booklet. Gives f(M the *f§ei* of the station 
throa^b «cellent photos* plus pertfttent data, 

■ Beisfiy to BSG&fi media staffo Frank Dewey 
ha* foined Sullivan, Bteofier, Coiwell & layles 
(JSew. YWkj as media buyer on the Lever Bros. 



Lifebuoy;, dithwasher All, and Lever n ew pro- 
ducts accounts. He was with D'Arey (Mew York]) 
haying for Knox Gelatin, Cashmere Bouquet 
talcum, Tidy Toys, and Colgate new products; 
before that was a media buyer at Benton & 
Bowles (New* 

■ Vacationer returns to snowy Mew York: 
Marge Hasselberg is now back at her desk in 
Young & Rubieam's (New York) media depart- 
ment after spending two sunny weeks in Puerto 
Rfefl. Marge is the editor of Media. Miscdlany f 
a monthly newsletter packed with facte about 
all media for Y&R's media folk. 

■ At DCS&S the doer*s the things It s become 
the Custom at Doherty, Clifford, Steers & Shen- 
fieid .(New York) for the agency's gals to unleash 



CAL WILCOX : in the program huy, mare insight 



"Program 'buying is a real challenge^" 
says_ the Leo Burnett Go«*s {EMcag©)- 
chief ifartnw* CW Wnwm* Cat gies @n, 
^luymg a program^ and particularly a 
m programs^ necessitates a much 
■mere eAaustffe analysis of a market 




than the normal spot buy. Ift more like 
a network buy, in that you re necessarily 
rcpneeenei with competing programs 
(many times from networks}, leadrins, 
lead-outs 9 and the general overall struc- 
ture of the station's local programing. 



t t because of Ms relatively 



greater closeness to the station and its 
management, gets more insight into what 
Mhd of a job the station can and is doing 
in its market." He adds that eiperieflie. 
in the purchase of spot programs pafift 
help but make the buyer more proficient 
and Imowledgeable in the entire televi- 
sion area, from local announcements to 
network buying. Gal, with Burnett .seven 
years, is thief timebnyer on the leUogg 
account, A natty § of Washington, D.C., 
he's a graduate of Northwestern Uni- 
versity, where he majored in advertising 
and marketing. After spending time in 
the AiMy in Germany^ he joined the 
agency as a trainee* He readily admits to 
being u real tennis laotj also includes 
music, woodworking, and swimmmg 
among his interests* Gal and Ms iv!fi% 
Pauline, fee in Ghfeag& 
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their artistic talents and decorate their bosses' 
doors with gay holiday designs before Christ- 
mas. This year something new was added — 
prizes (gift certificates from Lord & Taylor) 
for the six doors selected as best by a panel of 
judges. The judges — John Brand, art editor of 
sponsor; Albert Cornwall of American Brake 
Shoe; and Annie O'Conner of DCS&S — selected 
the winners of the Deck-A-Door contest from 
more than 90 door entries. Agency president 
Bill Steers awarded the prizes. The media de- 
partment outshone all others by coming up with 
two award winners (see photos), and two Hon- 
orable Mentions. Mary Colasono won the 
Grand Award for the fine job she did on media 
supervisor Dick Olsen's door, and Anna Zgorska 
won one of the five runner-up awards with her 
work on media research director Marty Herbst's 
door. Other runners-up were Dolores Laric, re- 
ceptionist; Evelyn Phipps, client contact depart- 
ment; Carol Tuerck, accounting; and Alice 
Cooper, head switchboard operator. Anne Sol- 
tesz claimed Honorable Mention with her handi- 



work on media buyer Stu Eekert's door, and 
media researcher Lydia Hopper did the same 
with her own office door, 

RADIO BUYING ACTIVITY 

► American Tobacco is in the market f or min- 
utes and 30s for the new Carlton cigarette cam- 
paign scheduled to begin January 27 in the New 
Yofkj Chicago, and Los Angeles metropolitan 
areas. Campaign will run in morning and after- 
noon traffic times, will also utilize some week- 
end time. Other markets will be added to the 
list as production and distribution allow. News- 
papers will support the radio schedule,, and 
other media may be added in the future. Carl- 
ton will be marketed as the first cigarette spe- 
cially designed to provide 'low levels of 'tar' and 
nicotine, with real smoking pleasure"; features 
a "flavor filter" with activated charcoal,, said to 
enrich the taste. It is the first cigarette with both 
"tar" and nicotine data printed on the package. 
If changes in these measurements occur, legends 
on packages will be changed accordingly. 
Agency is Gardner (New York); buying contact 
is Peter Van Steedem. 

► Tetley tea reported-buying 30s and 10s for a 
schedule to start mid-January for a 10-day run 
in several northeastern markets. Agency is 
Ogilvy, Benson & Mather (New York). Buyer 
is Madeline Kennedy. 



DCS&S HOLDS CHRISTMAS DECK-A-DOOR CONTEST 





TWO MEDIA GALS WIN; Grand Award Winner in 
agency's holiday door decorating contest is Mary 
Colasono (l) f next to boss Dick Olsen's door, which 



she decorated in shades of blue. One of five rwm&s-up, 
Anna Zgorska (far r) stands Hi th boss Marty Herbst and 
his door, which she decorated with paper figures 



54 



KJNC3 helps agency pigskin fans 

nil BESS 





James Meidigh ©, m& Bill Btok of KfflG-AM-TV Seattle* pack KING 
Do-It-Yourself Hose Bawl Kits distributed to agency people in its area 
The kit contained mil necessary elements for watching and listening to the 
Mew Year's Day gridiron contest heteren the ttniwetsities of Washington 
and Illinois 



MggTOi -orie nted K'SA N 

feeught for $700,000 

Sffgina-Qriented station in KSAN, 
San Francisco has been sold by 
Beljden Gate: Broadcasting to Bay 
Mm, leiMenfe Les M alloy and Del 
ffcwrtney for f ?00,000 mix 

Owned by Norwood J. Patterson 
and family, Golden Gate has op- 
erated tile station since 1039. Pat- 
terson is also 1 licensee of KBIF 
and KICU-TV, both Fresno, 

Malloy is 50% owner of ELIQ, 
Fwtlaad, Ore,, and formerly owned 
ind operated radio stations in both 
Los Angeles and San Francisco. 
Courtnef^ well-known band leader 
and recording star. Mi performed 
as a tv and radio, personality in 
fhe San .Ftomcise© market. 

BAN operates with 1,1000 watts 

Hamilton- Landis brokered the 
tansaetion. 



USS adds threes New fear* Day 
saw the .addition -Of three 1 kw sta- 
tions to the Mutual Broadcasting 
ttaenp. They are WXVW Louis- 



ville, owned by Electrocast; KWYZ, 
Everett, Wash., owned by the 
Snohomish County Broadcafiting 
Corp. | and KPTJG Bellingham, 
Wash.,, owned by KPL/G, Inc. 

.Bay Area Outlets elect new slate; 
William B Decker, general man- 
ager of KNBR, has been elected 
president of the San Francisco Ra- 
dio Broadcasters Assn. for 19,64. He 
succeeds Jules Dundes, CBS Radio 
vice president and general manager 
of KGBI. Elected vice president 
and treasurer of SFRBA was Lewis 
H. Avery, vice president and gen- 
eral sales manager of KYA. Don 
Curraii, ABC vice president and, 
general manager of KGG,, was 
named secretary. The association 
is made up of eight stations serving 
Bay Area and Kforthern Calif. 

GTE in New Yojrfej' Jtt what If term- 
ed "its first use of radio solidly in 
New York for its corporate adver- 
tising,/* General Telephone & Elec- 
tronics has signed a ,51-week con- 
tact ^ifh WQKR, GTE will spon- 
sor %tf : mphop;y HtM three nights a 
week (.&0JS-9 p.m.). Agency is 
Kudner. 



NEWSMAKERS 



William B, Decker to president 
of the San Francisco Radio; Broad- 
casters Assn. lor 1964. He is general, 
manager of KNBR San Francisco. 

John A, Tiiayeh, Jr. to national 
director of programing for the ABC 
Radio Network. 

David W. Cpwles to the sides 
staff of KQV, Pittsburgh as account 
executive. He was sales promotion 
rep with a major drug firm, 

Donald J. Sherman to vice presi- 
dent and general manager of KCEY 
Modesto, California. He was an ac- 
count executive with WTRY Al- 
bany-Schenectady-Troy, N, Y. 

Michael L, Dow to general man- 
ager of the Mid-State FM Network. 

Haoto* W. Babnam to vice presi- 
dent and general manager of 
WTTM Trenton, N. J, 

Harold H: Segal has resigned as 
managing director of the Knight 
Quality Stations of New England. 
He was also manager of WHEB 
Portsmouth, N H» and national sales 
manager for the group. 
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Food, grocery mffrs* 
pace day rerun buys 

National - level advertisers, biggest spot tv spenders, 
lead sponsorship of syndie shows in 4-7:30 schedule 



■lIvtioxal food and grocery ad- 
Mvertisers, spot television's big- 
gest spenders, also set the pace 
among national-level sponsorship 
of late-afternoon and early-evening 
syndicated reruns. Campbell Soup, 
Post Cereals, General Mills, Beech- 
Nut, National Biscuit, and Lever 
Bros.' food products divisions, are 
among the national advertisers list- 
ed by stations as key supporters of 
their daily 4-7:30 p.m. schedules. 

These facts came to light last 
week in a checkup conducted by 
Four Star Distribution Corp. on 
behalf of its 30-minute Rifleman 



show, a typical off-network vehicle 
televised as a five-days-a-week 
stripped spot carrier by half of the 
80 stations carrying it. 

Survey replies from such national 
cross-section cities as New York, 
Oklahoma City, San Antonio, Hunt- 
ington, W. Va., New Haven, Des 
Moines, and Pittsburgh, also re- 
vealed that 77% of the total spot 
sales listed by the stations for the 
rerun program was national busi- 
ness. 

The food sponsors were by far 
the biggest category spenders dur- 
ing the late-aftcrnoon and early- 




NBC Films selling 'Car 54' 



"Car 54, Where Are You?," for- 
mer NBC TV vehicle, is being put 
into syndication by NBC Films, 
culminating long-standing hassle 
over control of rights. Above, 
George A. Graham, Jr. (1), board 
chairman of NBC Films and NBC 
International, diseusses agreement 
with Howard Epstein (e), president 
of Eupolis Productions, and Mor- 
ris Bittenberg, president of NBC 



Films. Produeer Eupolis originally 
sold series outright to Telesynd, 
division of Wrather Corp., to be 
sponsored in local markets by 
another Wrather division, toymaker 
A. C. Gilbert. Wrather subsequent- 
ly refused to guarantee Gilbert's 
sponsorship, and series was then 
sold outright to NBC Films. 
WABC-TV New York was the first 
buyer 



S., 
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evening hours when Rifleman wa 
scheduled on a strip of weekl] 
basis. 

Drug products was the second 
place category, followed by house 
hold and appliance items, candy 
and beverages. 

On stations that strip the series 
the 20 spots a week were pro,motin| 
an amazing variety of product! 
ranging from kids' breakfast cs 
reals to automobiles to, hemorrhofc 
preparations — often all on the sann 
show the same day. The only cat. 
egory of advertiser distinctly miss 
ing from the lists were the tobact* 
firms, at one time leaders in region 
al film buys. 

Len Firestone, general manage? 
of Four Star Distribution, explain;, 
that Rifleman is used by many sfa 
tions as a "transitional" progra: 
which holds on to the childre: 
(who were watching earlier in tlx 
day) and adds the housewives b\ 
the time four or five o'clock ro\}4 
around. The transitional program 
favors a diversity of products —J 
those aimed at children as well ■ 
adults. 

In one city, the sponsor list dl| 
a stripped version of Rifleman m 
eludes Dristan, Lark cars, Alka> 
Seltzer, Halo shampoo, Dentyne, 
Chef Boy-R-Dee, International La- 
tex, Anacin, Tri-Ban, Head 'n 
Shoulders shampoo, Oxydol, Cri$ 
co, Arrow Shirts, Miller High Life 
Anahist, Wildroot, Busch Bavarian 
beer, Schaefer pens, and Softique! 
(On the basis of this list, an ob 
server attempting to figure the ad-j 
vertisers' campaign strategies, might 
assume that Junior is supposed t< 
want to chew gum before dinner 
Mom needs a headache remedy — I 
and maybe a new girdle — after 
dealing with Junior all day, andj 
Dad, who may or may not be home] 
from the office at this hour, want: 
a new car.) 

Another stations list of national 
sponsors on Rifleman was equally 
diverse: Wrigley, Shell Oil, Jell-Os 
Norelco, M&M candies, Interna- 
tional Latex, Beech-Nut baby foods, 
Dentyne, American Oil, Interna- 
tional Salt, Paper-Mate, National 
Biscuit, Sucrets, Frito-Lay, Prepar- 
ation H, Aero-Wax, and Oxydol 

Advertisers that appeared most 
often on several different lists were 
Sucrets, International Latex, Shell, 
Norelco, American Chicle, and Cq- 
ca-Cola. 
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_ Among the food sponsors, Gen- 
Jal JFeadsf Post Cereals (parfieu- 
«3y fax f acfiiirtlf^fitoAiised Crispy 
ratters), National Biscuit, and 
tcech-Nut, were the teaVietf Sa 
heir mtegories, ■ 




g t® v. p.* gen. mgr. 

4f UA-TV syndie div. 

Pierre Weis, assumes eSplnded du- 
ties with the new tfile of t fee 'presi- 
dent SUfl general manager of the 
syndication di- 
vision of Uni- 
ted Artists Tel- 
evision* Weis 
tsiill now su- 
pervise sales 
for all non-fea- 
ture UA-TV 
products in 
sy.n dication, 
largely eneorn- 
passing half- 
hours and famrsy both fir st - run 
and off-network. Ke is conduct- 
ing sales seminars for the iftt»- 
daetitan of UA-TV's new one- 
hour sfttiesy Tim ffttmw imgle, 
ftnd is fnt*olf ed to sales 'ventures 
of the Warper Specials and the 
Lee Mm:vm fmsmts- — Ltmhrgaket' 
peaSes. Weis will also continue to 
le responsible fer the 42 ; progf t ntR 
M the UA-TV syndicated sphere. 



Weis 



#poTits Set-work Inc., sold, its full 
lU-«eek tv series;, UmJ-eil ~SM&$_ 

fMtiWtimii K to Ballantine Beef and 
Ik J Reynolds Tohacm added 
wMence tk the heightened interest 

■a the fport. 

Show is being, carried by £0 sta- 
tions rf« northeastern network plus 
Miami and jncluding New York 
(WFIX), Fhfladelphia, Boston, 
Washington, and Providence. Most 
statiani .carry it live and all except 
Philadelphia carry the full 80-min- 
ftte competiMon each week. Series: 
failures M bowlers, all .members of 
the Pro Bowlers Assm of America:, 
in an elimination contest for $15, 000 

Iro team prime money. It started 
January 6* winds up in most mar- 
kets March T. 

ABC Vft l$-*week series called 
Pca|fessfeftal B&w&m Tow, 'features 
die finals of the association's tour- 



ELL ALL THREE 




and 



mar 



rura 



TV and sell the metropolitan, suburban 
hoffl&s that make up Virginia's No,1 TV 
Call Katz for availabilities. 



* TeteiVisiQn Magazine 
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SYNDICATION 





Pat Buttram a la Tokyo 



Irving Feld Ltd., New York tv and 
radio syndicator, has turned the im- 
port-export tables. Instead of the 
usual practice of exporting Ameri- 
can westerns to Japanese television, 
he has imported a one-hour taped 
color special called Tokyo Jam- 
boree, in which Japanese perform- 
ers sing and dance in the American 
country and western style. 



The show, which was originally 
produced in English for a Japanese 
advertiser, is now available through 
Feld for U. S. syndication. 

Feld has also now available two 
BBC-produced specials, The Soli- 
tary Billionaire and The Red Army 
Singers and Dancers. Billionaire is 
a one-hour filmed interview with 
J. Paul Getty. 



1 



naments from 13 cities across the 
nation. It will probably include 
many of the same players and since 
it kicked off January 11, coincides 
closely in time with the Sports Net- 
work series. 

Reiner heads RKO's 
buying of group pix 

Ivan Reiner, program manager of 
WOR-TV New York, has been 
named to the 
newly created 
position of di- 
rector of group 
film acquisition 
for RKO Gen- 
eral Broadcast- 
ing. He will be 

K responsible for 
the purchase 
^■1 I and production 

Reiner o f f i 1 m C d t V 

program material for all five RKO 
tv outlets. Before joining WOR-TV 
in 1952, Reiner was program man- 
ager of WNBT Wellsboro, Pa. 




NEWS NOTES 

T-L sales: Trans-Lux Television's 
Top Draw Feature Films sold to 
WPTV Palm Beach; WBEN-TV 
and WKBW-TV, both Buffalo, and 
WZZM-TV Grand Rapids. Guest 
Sliot was purchased by the Aus- 
tralian Broadcasting Commission; 
Encyclopaedia Britannica Films, by 
KTUL-TV Tulsa, and Uganda Tele- 
vision of Africa; and Zoorama, bv 
KFRE-TV Fresno, and WTIC-TV 
Hartford. 

Overseas in 1964: MGM-TV has 
sold its Mr. Novak series to Anglia 
Television of England; Eleventh 
Hour to CIA Latino Americana de 
Doblajcs, S. A. of Mexico City, and 
Telemundo, San Juan, Puerto Rico; 
Father of the Bride to RTF of 
France, and the New Zealand 
Broadcasting Corp. Sales abroad of 
MGM features, recorded since the 
beginning of the new year, include 
Our Gang comedies to Television 
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Broadcasters of Australia,, and Iris 
Television; Nine Oar Gang subject 
to Oy Mainos of Finland, and a li 
cense extension of the series t< 
Assoc. Rediffusion,, U. K.; 70 oar 
toons to RTF of France; and 2, . 
French-dubbed features to CFGM 
TV Quebee City, and CKRS-T^ 
Jonquiere, both Canada. 

Seven Arts wrap-up: Seven Art 
concluded 1963 with a series of sale 
for several of its syndicated proper 
ties. Among them: Mahalia jacks i 
Sings The Story of Christmas, soh 
to WFBG-TV Altoona; WSEE-T1 
Erie; WOVVL-TV Florence, Ala. 
KHOL-TV Holdrege, Neb.; WJT\ 
Jackson, Miss.; and WCSH-T\ 
Portland, Me. A Christmas Carol, a 
WCSH-TV; WAFB-TV Batoi 
Rouge; WBOY-TV Clarksburg, W 
Va.; WGAL-TV Lancaster, Pa. 
WPAD-TV Paducah, Ky,; WTAP 
TV Parkersburg, W. Va.; KPAC-T\| 
Port Arthur, Tex. awl KNDO-TM 
Yakima, Wash. Churchill, The Man 
to WTEN-TV Albany, N. Y. 
WKBW-TV Buffalo; WBTV Char 
lotte; KLZ-TV Denver; KVAL-Tl 
Eugene, Ore.; KEYT Santa Barbara 
WITN-TV Greenville, N. C; anc 
the Ram Distributing Co., Omaha!, 
En France, to WBKB-TV Chicago 1 
WLWC-TV Columbus; WLVA-TV 
Lynchburg; WKYT-TV Oklahoma- 
City; and KFDX-TV Wichita Falls; 

Four Star sales: Four Star Distribu 
tion's Dick Powell Theatre has beeri 
sold to WGUN-TV Tucson, anJ 
WKBT-TV La Crosse, Wis,, bring- 
ing to 55 the series' current market 
total. Four Star's Detectives warn 
sold to WTVO-TV Rockford, 111.1 
and WKBT-TV. Stagecoach West 
was bought by KRON-TV S. PJ 
and KTVT Dallas bought Rifkman. 

Ellis exits Fremantle; Ralph Ellis 
one of founders of Fremantle of 
Canada and its president for last 
six years, has. resigned. Taking over 
is Paul Talbot, chairman of that) 
company and president of Fre- 
mantle International, based in N- Yv 
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Joseph Stammler to Charter Pro-' 
ducers Corp. as vice president. He 
was formerly vice president and 
general manager of WABC-TV RY. 
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COMPUTER IN 
THE BUSINESS 

This mmp-mi dat a processing system |§ located in the backof tte buyer's mind, it 
prevents fcruflng dlsmsters r , entourages bMffng Irfumpffs* Output: Cheering: go- 
aheM»> &smpftgMft0r signals, memorable advertisements, noteworthy call- letfefS, 

ucwmw! techmi urn* good Mmm On whit d®m Mb sfream of ce^s^fo^ness feed? 

On SPONSOR, netably-~all broadcast, all buying .IPOMSOR programs the necessary 
newtif thoughtlully profess; lor meaning; perceptively reports trends, up, down, on, 
Off* MM fh% more fmpaffertt non-human tfifflptftejft Bemme^fhe ttffiffc Our human 
Mends will be reifCni m I P 0 N § Q R , the ferotdctsit Idea weekly that fartitgi to the 
moment of decision many messages including; station advertising). §55 Fifth 
Avenue, New fork 17* Telephone: 212 MUrrayhiil 7-8080 



STATION REPRESENTATIVES 



RADIO FIELD GUIDE 



Katz "Spectrum" reduces contemporary sounds 
to six families in a guide for classifying 
specialized appeal of contemporary stations 



A New York rep is applying sci- 
entific methods of classification 
to radio. The project has yielded a 
chart of radio fife in metropolitan 
America, a sort of field guide to 
radio birds of these climes. 

The Katz Agency devised the 
chart below, "The Radio Spectrum,* 
to classify stations and define thefe 
place in the market habitat. 

The chart reduces radio to six 
predominant types. The common 
birds of radio are called Modern — 
Top Forty, Middle of the Road- 
Modern, Middle of the Road — Tra- 
ditional, Quality Music, All Talk, 
and Classical Music. Ethnic radio is 



Spectrum" classifying guide 
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TYPE 



MODERN — "TOP FORTY" 



MIDDLE OF THE ROAD— MODERN 



MIDDLE OF THE ROAD— TRAM 



MUSIC 



Top numbers chosen predominant- 
ly from lists compiled by Billboard, 
Variety, Cash Box, and local record 
store sales reflecting taste of young- 
er age groups. 



Some of the better quality list 
tunes, plus other bright, uell- 
performed contemporary music. 



Never any numbers front the 
lar lists unless most sedate. f]\ 
restrained contemporary, plus, 
pops uud show tunes. A feiv 
lions almost overlap the ^ 
iiinsic station. 
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PACE 



Usually fast, bright, enthusiastic, 
often hectic and loud. Tight pro- 
duction. 



Bright and dynamic, 
frantic or hectic. 



but never 



More leisurely, deliberate, n il 
emphasis, on fast production 



PROMOTION 



Liberal use of contests, prepared 
announcements, slogans, etc. 



Carefully selected contests of most- 
ly older teen and adult appeal; 
more sophisticated slogans and pre- 
pared promotions. 



Few contests unless of the pr 
type. Less preparation of p 
tional annonncem&nls. 



NEWS 



Brief, emphasis on headlines . 
tabloid-like treutment, news selec- 
tion based on its sensational value. 



Brief, comprehensive, but more 
maturely paced. News items select- 
ed for their interest to audience. 



Often longer newscasts widi 
"in depth" reporting. Emph 
more of the real importance • 
news, and effort is made: I 
dignified, objective, iustitMt 
(Many network affiliates fall i 
category and network news ,&d 
is used to amplify neux pro^gm 



CONSISTENCY 



Mostly the same every hour of the 
day. No segmentation. 



(generally the same throughout the 
day, but with more clearly deline- 
ated personalities and occasional 
segmentation. 



Most hours are the same but j 
service and special progrgttiLg. 
given more time and consider^ 
Many stations of this type < 
special features suitable to lit 
areas — farm service departn Kti 
marine news, etc. which cai'ty 
merited. 



MISCELLANEOUS Use identification themes, jingles. Careful use of identification themes. Little or no use of ideutifiaU-j 

other devices to stimulate and jingles, etc, themes, jingles and other ptfi)t 

excite. tion tiids. 

60 Moik: In several markets there is an additional typeKthuic Station (Foreign Langauge, Negro;, etc.) 



«|ffl>ot#d a* a kind found in -several 
fdwkets. iub-eategwics snob as 
Isountry-western and rarer birds la 
the radio WdtM ire omitted* lta> 
[tfens etephmsiMiig folk awl ballad 
insie are covered, 'however, in a, 
I H"*t that goes with the JEatz A-gen- 
cy's Spectrum. 

Tte«dlf teJBessict^jcndesa^ % 
[ irpgi of mnsie, pace, promotion, 
repfSs consistency, and inlseelknc-- 
suf characteristics such as indenti- 
Iffee'tina jimgles, production devices;,, 
| and commercial placement. 

In die ajesprnpanftoTi brief text, 
the rep sketches in background for 
sraeb a radio analysis, Radio's evolu- 



t'wm is timed from a network-dom- 
inated "glamour medium" of fewer 
tten l,®QsMtititons before tv to the 
present Babel of more than 5,000 
facilities,, pxacticall .y every one spe- 
cializing its audience appeal, This 
is in contrast to the old style of 
! %ojn©ib!ng for everyone," when a 
general audience was cultivated 
with a potpourri of music, variety, 
drama, comedy, and name personal- 
ities, Katz explains. 

Now, with so many stations fight- 
ing tv and "their own proliferation," 
radio has turned to target-audienee 
appeal, "Radio has learned that a 
sttion's program structure, like the 



editorial format of a magazine, can 
be fashioned to win and hold a tar- 
get audience, an audience which 
will be responsive and loyal to a 
station *s particular program con- 
tent. 

The rep stresses that the various 
preferences in program style cross 
the lines of age, education and in- 
come, that fans of popular music, 
fox example, can be found at all 
levels. 

The Spectrum constitutes only 
the "brief est" outline,*' its authors 
say, not attempting to define all sta- 
tion sounds by these categories set 
up- ■ 



MALI!? MUSH 



ALL TALK 



CLASSICAL MUSIC 



TYPE 



\y fe*i nrrfUigenveuts of jmp. 
\h®w ta.ro*, with emphasis An 
y.gie and tiadsUlonuf music, fihe 
wt&X numbers. 



None in a few cases, except the 
musk of commercials. Other all- 
talk stations have "traffic time per- 
so-nalffies who, use music on I f for 
production purposes, t « defr 

Mitely is An the talk and not the 
musks, although there are accasiam- 
trtlf lair night uud weekend music 

sllAWS. 



Symphonic, string quartet^ and 
other chamber music, etc. Only the 
most eloquent of shoiv tunes and 
old standards. 



MUSIC 



Wfir fa* |'eMWf/f SMAAXh. 

W afitutoMch: Mmk may be 



rarefy fast. 



Calm, leisurely, often slow. 



PACE 



ttm vemuitwd, cemiom of 

t%r*fy. 'Svrue /ffsy mtiiesM. must 
prepared mn&mrmr^^f. .fell 
t'thi'mg m done t® f rente ait at' 
ilmre $ tfi&xaty and prestige, 



Vwy little me of contests tend pre- 
pared promotional tmwmmemmttk 



Usually restrained, if, any. 



PROMOTION 



nmntly 'brief, delivery umnlly 



tlfteu 15 minutes at m rh hour, with 
much a iu, depth*' reporting (eAmi- 
m.enimry, : sporty StAck reports}; 
selection of news is based on its 
importance. 



Cpnservatii e in delivery. Emphasin 
on importune* N,4tgs_ h\s 4v*> 

generally longer minute 
units). 



NEWS 



HppftK «fjb mm* wM minmr A Mffwmt pmgmmi mmhhpm (rx- Ail mmic, km segmented m present CONSISTEN 

*&*m in mirm-mmpo, dming mptc tfbmL but each rt>mpf&e Apems, symphonies, etc. 

am is f/m$mmk with mlmm be- 
rwtm <dt are essentially tAummt- 

Mm-, 



hetmy use fff rmtsktfimd 
kmim themm a,,d dignified 
m of mumy Gmegarf /•' jm* 

n.wh. 



Little ar aa urn of idrniifixMian 
themes mr jinglm. Mjmast m pro* 
di'trtimb gimmicks. 



Commercials may be clustered. 
Vefy fern proikmtiAn devices. 



MISCELLANEOUS 



STATION REPRESENTATIVES 




Williamson Chicago mgr. 
for Metro Radio Sales 

Metro Radio Sales has announced 
the appointment of Robert William- 
son to manager of their Chicago of- 
fice. In addition 
to eight years 
in industrial 
sales and sales 
management, 
VVi lliamson's 
background is 
also in media 
selling. He has 
been with 
Metro Radio 
Williamson Sales in Chica- 
go since 1961, and before that, was 
a sales account executive with 
WJJD, Chicago. He replaces Rich- 
ard Kelliher who has been promoted 
to sales manager for WNEW-AM- 
FM New York. Vice president and 
director of the firm H. D. "Bud" Neu- 
wirth remarked on Williamson's 
"enviable record with the firm" 
when making the announcement. 



New national sales mgr. 
For Roger O'Connor 

John Griffin has been named na- 
tional sales manager for Roger 
O'Connor's 
four television 
and 23 radio 
station clients. 
Griffin has 
been an ac- 
count execu- 
tive at Roger 
O'Connor since 
the firm open- 
ed in April 
Griffin 1963. He was 

an account executive with the Boil- 
ing Co., and began his advertising 
career in the media department of 
Dance-Fitzgerald-Sample, where he 
supervised the purchase of media 
time for Procter & Gamble accounts, 
Simonize, and Falstaff Beer. George 
Smith and Lee Gannon have been 
appointed to the New York sales 
staff of Roger O'Connor. Both came 
to the agency from Teleguide, clos- 
ed-circuit tv network serving 45 
Manhattan hotels with specialized 
programing used primarily for con- 
ventions, sales meetings, and im- 
parting information on events tak- 
ing place in the city. 




NEWS NOTES 

H-R appointed: WBBW Youngs - 
town, moved over to the H-R Rep- 
resentatives selling organization the 
first of the year. The station oper- 
ates at 1 kw, 1240 kc. Gene Trace is 
executive vice president and Dick 
James, vice president and general 
manager of the 24-hour operation. 
Weed is former WBBW representa- 
tive. 

Masla appointed: KPEN (FM) San 
Francisco has appointed Jack Masla 
& Co. as its national representative. 

New Golden Gate address: Venard, 
Torbet & McConnell's new San 
Francisco office is located at 2 Pine 
Street, San Francisco, California 
94111. 

A-K in New Mexico: Avery-Knodel 
has been appointed to represent 
KGGM-TV Albuquerque, and 
KVSF Santa Fe. 

New appointment — Grant Webb & 
Co. has been appointed to represent 
KDTH Dubuque. 



Outsider with an 'in' 



New locations Radijrt rep Robert L, 
Williams Co. has moved its hm 
quarters to 270 Park Ave., Ne 
York 17. Telephone, HA 1-Hr. 
remains unchanged. 

NEWSMAKERS 

Thomas R,Murphey, G. William 
Sherman and David Bolger to flat 
sales staff of Advertising Time Sales, 
Murphey was with the Dallas office- 
of The Boiling Co., Sheridan was- 
sales service director of WAfl-TY 
Atlanta, and Bolger was a publicist 
with various mid-Western invest- 
ment companies. 

John R. Croghan to director and 
vice president of Feltis/Dove/Caur 
non. 

Charles Spencer to the New 
York sales staff of Mort Bassett k 
Co. He was a time buyer for J. Wal- 
ter Thompson. 

Bob Allen and Bob Bochroch to 
the New York sales staff of CBS 
Radio Spot Sales. Allen was with 
CBS New York and Bochroch was 
with CBS Radio Spot Sales in Chi- 
cago. 




WTTV Indianapolis lias become first station outside of Metromedia group 
lo be represented nationally by Metro TV Sales. Above, Robert G. Holben, 
WTTV gen. mgr., congratulates John B. Sias, director pf Metro TV Sales, 
after contract signing with Charles W. Thomas (1), WTTV natl. sales 
manager, and children's show program personality Janie Woods 
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WASHINGTON WEEK 



The timetable of reaction %g. HM ? s. hefty compilation on smokisg and 
health is expected to; be rapid and nervous for broadoas ters and adver- 
tisers,^ glow f or government action — and Snail 's fiSM for consumers- 
■Grand climax far broadcasters wil come with HAS board meetings later 
this month l will they at won't they back leRoy Comets' crusade against 
yefUth S»d glamor appsal in cigarette advertising? 

HAB president's theory is to act in the piblii interest before govem- 
fflent Strictures are imposed on cigarette Commercials . Any voluntary ap- 
proach will tate all, the skill broadcasters and advertisers can ^mpli 
Kwn Hill irusaders like lea. MOiSS and. Rep* tidal 1 quickly realized that 
mSreiy confining cigarette commercials- to garHer hours is impractical — 
the kiddies stay up; late* 

JfAl code and board meetings will not only have the Surgeon General 's 
report m the agenda* but also- the highly charged issue of piggyback versus 
integrated commercials which Bode "Director Poward lell hopes to settle. 

Pre-release leaks m SM January li smokim and health report were 
legion here, , : in splte^ of secrecy worthy of the CIA, and holdup of 
release until Saturday no fen— shutting out maay Monday publi cations, 
The word was out that the research compilation established^ for all 
practical purp© i ses r an official link between habitual cigarette smoking 
Mtfi. lUBg. f-ancer and. heart ailments* Ukrdwas also out. that a mighty Struggle 
o-Ver- the -eco&itmiej impact would, rage within the government. 

In the HdUISe particularly s any action that cuts into tobacco grower 
revenue or state and municipal Cigarette tax ffloney,, will 'bring stubborn 
resistance* if and when the federal government is Called, on to act, 'Budget 
balancers, infill resist inroads on the $3? 'billion federal excise, chiefly 

m ■m.mmtim in- fiscal lill* 

Anti-cigarette crusaders gen. Jifaurine Feuberger and Rep. Morris Udall 
¥oth pretared fit action well ahead of the report 's weekend release, 
on the b«S is of leaked indications that HEW report was §, strong one. 
Both have ifetr#tuced bills to put labelling of nicotine and tar com<- 
tflaft in. cigarettes under FDA policing* Both will push for FTC regulation 
to compel parniag of health hasard. to smokers in ail cigarette aivertising. 
S'either »attts to wait another year or more for HEW's second special advis- 
ory committee to recommend a course of action. 

"^T^f St om» expects easy or early passage of such legislation. 

iepv Udall frankly admitted last week that he is a lone rider on the 
tobatio tiner-jj in the House* But he will push hard to ..get the FT13 to act . 
FMf has claimed it .needed official pnof of danger to eonstuHers, 

Udall till urge a Ctagrssslonpl directive,, he said* if FT® continues 
to .hold back, in the wake of the HJSf repcrt* 



News from nation's 

Gfpftgl of special 
interest to admen 
January 1% 1.964 



WASHINGTON WEEK 



January 13, 1964 



In its year-end "Tobacco Situation" review, Agriculture Department 
said primly; "It is not possible to j udge how the impending smoking- 

health report of the Advisory Committee of the Surge on General may af f get 

tobacco consumption. " 

But Agriculture statistics show that HEW findings Will have to buck a 
strong trend; cigarette consumption was up for the seventh consecutive 
year, to a new record high in 1963, almost 3% above 1963* Agriculture says 
tile number of people of smoking age will Continue to increase in 1964. This, 
coupled with expected rise in consumer income, would Indicate high smoking 
rate. 

The trend is up in spite of increased costs and higher Cigarette taxes 
reported by Bureau of Labor, hiking plain cigarette prices 6% and filters 
up 3%. The trend is also up in spite of a stream of published warnings and 
news items linking cigarettes and cancer. 

Early and large-scale consumer reaction to the Surgeon General's re- 
port is not believed likely here. 

But Agriculture and economists worry about a possible wrench to the 
economy via the stock market if a resultant panic reaction outruns the 
realities. 

Hopefuls look to human inertia in overcoming any habit to ease nervous 
tension, and to Scientific advance to solve the Smoking dilemma. lobaceO 
Institute president George Allen, who SpeakS for the $8 billion a year in- 
dustry, believes that science "will be able to solve these human; health 
problems." American Tobacco Company's debut of its labeled, Low-nicotine 
content "Carlton" filter cigarette now on the market is a try along these 
lines. 

Allen Steered clear of the youth-appeal problem in cigarette adver- 
tising last year by a bland recommendation for the exercise of "good taste" 
in commercials. 

Rep, Paul Fino, author of a nicotine content labelling bill, endorses 
the idea of manufacturer responsibility. He Would let the consumer Choi®!©, 
the safest brand, encouraging manufacturers to compete to reduce harmful 
elements . 

Main target of smoking reform would seem to be the next cpqp of teen- 
agers. 

Strongest crusades in medical reports, research findings like the 
recent blast of the American Cancer Institute, focus on the young, The 
mammoth membership of the AFL-CIO has been reminded in its news weekly that 
present trend could mean death by lung cancer for "more than 1 millijon pres- 
ent school children in this country, before they are 70." 
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...TO AMERICANS 



.group W ha® produced a series fit thirty 
television lectures on the "Meaning of £om- 
auntfrn,"* The? Wife created tesftm yowig 
Atoertqans with the vital weapon of knowl- 

■pfn the struggle for freedom* 

This series provides a dispassionate 
analysis of the principles and realities that 
ahaps Communism and Russia today. The 
Jteuhes wit! appear on JS'roup W stations, 

Wb& wi l l he made aval tab le to other tyr:®0- 



casters and schools who seek to give young 
Americans a strong foundation of informa- 
tion on this Subject 

1 road Casting, with its ability to reach 
millions of people, is the ideal medium to 
undertake a project of this nature. And the 
Srjgup broadcaster, responsive as he is to 
the needs of the community, has the re- 
sponsibility to create, such programs that 
enlighten and forearm- To bring the truth to 



all who Seek it, in the belief that education 
is the strongest weapon of a free people,. 



GROUP 

w 



BOSTON WBZ • WBZTV 

NEW YORK, WINS. 
BALTIMORE WdZ -TV 
PITTSBURGH KDKA • KDKA-TV 
CLEVELAND KYW • KYW-TV 
FORT WAYNE WDWO 
CHICAGO WIND 
SAN FRANCISCO KPIX 



WESTINGHOUSE BRKAOCASTI^G COMPANY 



•Th.e Series feotaas Prof. Mongol] D-. Shulmor,, Hatcher 'School af Law and Diplomacy, serod Pr.af. Hmn I. Roberts-, Director of Columbio University's Russian Institute, 
jjgn- « 'tw-sid ,dn- "the WeoniSg ol CbTnrmjnrsro** publtjiied fti 'he Silver Btirdjef-J Compan^/Time .Incorporated. 



new A TV Tape Recorder 

Compact . . . completely transistorized ... I 
compatible recorder at a budget price ! 



druP [eK 




NEW TR-4 



You can change your sights on low- 
cost TV taping equipment— Qsj 
doesn't have to be incompatible! 
For the first time you can ha 
budget equipment that's completely , 
compatible with all standard? 
quadruplex recorders. Fully tran- 
sistorized for compactness and 
dependability, the TR-4 provide! 
professional broadcast quality^ 
This is a complete quadruples; 
machine for both record and play- 
back. It's standardized and modu- 
larized for ease of installation and 
simplicity of operation. Usefl 
standard modules (like those used 
in RCA's deluxe TR-22 Recorder), 
Has space for color modules. M 
compatible recorder at a compact 
price ! Completely contained in onaj 
33" x 22" x 66" unit. 



RCA Broadcast and TV Equipment 
Building 15-5, Camden, N.J. 




See the TR-Jf. before you buy something less . 



THE MOST TRUSTED NAME IN TELEVISION 



